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A mock hanging, reproducing the 
tmosphere of the days of '49, was 
n the “entertainment” program for 
he Pacific Coast advertising clubs 
n Sacramento last week. Maybe, 
oo, it was intended as a gentle hint 
9 advertising managers to get busy. 
~~ = F 


The Crowell Publishing Company, 
)VERTISING AGE reports, will accept 
heer advertising for Collier’s and 
american Magazine, but not for 
Woman’s Home Companion. Why 
hiscriminate against the women? 
7, @ V 


Two bright boys representing the 
lint Journal won the Bingham tro- 
phy at the circulation managers’ 
convention last week, by featuring 
dvertising as well as news in their 
paper. Those boys are headed for 
he right department. 

vgy¥sey’ 


Grover Whalen, who made the 
police department in New York the 
best dressed in the country, felt a 
pang of envy when he saw the gor- 
reous uniforms of the world’s fair 
policemen in Chicago. Every man 
ooks no less than a major-general. 
- 3+ = 


Advertising Day at the Century of 
Progress in Chicago was assisted by 
Ben Bernie. The old maestro pinned 
2 Blue Ribbon on advertising in his 
broadcast at the Pabst Pavilion. 
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The Detroit Adcrafter’s A. F. A. 
onvention number had a cover de- 
sign depicting a lovely Indian maiden 
wearing nothing but a soulful look. 
hey must have borrowed the model 
rom the Vanities. 
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Advertising & Selling’s editorial 
Writer has created in the current 
ssue a new word, “physchological.” 
ounds interesting—but what does it 
mean? 
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Mike Fielding, formerly of Roche, 
filliams & Cunnyngham, is reported 
o be “tarrying” in Tahiti. There 
8 no place in the world where a 
arrier can exercise his special tal- 
ents to such good advantage as in 
he South Sea Islands. 


ja i 
Industrial advertisers convening 
in Chicago this week scheduled 
meetings for breakfast, lunch and 


dinner. This seems to prove that 
hey are also industrious advertisers. 
- FF F 

Some A. F. A. convention visitors 
discovered that ladies in Grand Rap- 
ids are unlike the town—they’re 
stand but not rapid. 

_— oo we 

Miss Marjorie Shuler told the A. 
. A. convention, “Women Always 
et What They Want.” Sure, but 
io they ever want what they get? 


a 
A Philadelphia electrotyper takes 
A fling at offset in referring to “the 
Hiood of trash so commonly called 
rinting.” Unfortunately, the pro- 
fuction of trash isn’t limited exclu- 
Sively by the type of equipment. 
> 
i Right after Earnest Elmo Calkins 
amed his world’s fair advertising 
Ig“ovie “Fifty Golden Years,” the 
- S. went off the gold standard. 
dvertising is still worth 100 cents 
On the dollar, so the title stands. 
> ? F 
If Mr. Quinn has his way, there 
will be two automobiles in every 
barage, two chickens in every pot, 
and two G-E refrigerators in every 
tome. One of them, of course, will 
be labeled, “air conditioner.” 


Copy Cus. 


GEN. JOHNSON 
LAUDS WORK OF 
ADVERTISING 


Sees Constructive Competi- 
tion as Strong as Ever 


Grand Rapids, Mich., June 26.— 
“Advertising is certain to be an im- 
portant factor in the new industrial 
relationship established under the 
terms of the industrial recovery act,” 
General Hugh S. Johnson, adminis- 
trator of the act, asserted in a letter 
to President Kobak which was read 
at the opening luncheon of the A. F. 
A. here today. 


“In its effects, the law will bring 
to the fore the sales problems of the 
manufacturer and will emphasize the 
importance of an accurate knowledge 
of his markets,” the General said. 
“Good advertising will become more 
essential than ever. It will be in a 
position to help the business execu- 
tive avoid those wasteful and expen- 
sive practices. in selling which so 
often add needless costs to needed 
products. 

“Good advertising is opposed to 
senseless price cutting and to unfair 
competition. These are two business 
evils which we hope to reduce under 
the new plan of business administra- 
tion. 

Need for Competitive Effort 


“Constructive selling competition 
will be as strong as ever and there 
will be great need for aggressive 
sales and advertising efforts. The 
only kind of competition that is go- 
ing to be lessened is the destructive, 
cut-throat kind of competition which 
harms industry and the public as 
well. There should be more competi- 
tion than ever in presenting quality 
products to consumers and in selling 
those products. What we are going 
to need more than ever is energetic, 
intelligent, honest efforts to sell 
goods to people who are to use them. 

“I urge upon your members the de- 
sirability of familiarizing themselves 
with the provisions of the new leg- 
islation so that they be in better po- 
sition to bring the full force of ad- 
vertising to the aid of industry. 

“No one group can achieve the re- 
sults sought under this new law. We 
all must work together. Advertising 
must help business and the govern- 
ment alike to bring about the new 
order of things as quickly as pos- 
sible. In doing this, of course, we 
will be helping to bring trade back 
to normal levels. Above all, we shall 
be working toward the re-employ- 
ment of millions of our fellow Amer- 
icans. 

“If there is one job for advertising 
men and women to carry through at 
this moment, it is to study the im- 
plications and effects of the indus- 
trial recovery act and then to apply 
their skill in assisting business to 
gain fully from the planned results 
of the law.” 

General Johnson’s message to the 
advertising world was received with 
great enthusiasm by those assem- 
bled at the luncheon, who saw in the 
statement the opening of a “new 
deal” for advertising as well as for 


industry. 


President 


Grand Rapids, Mich., June 28.— 
Assurances from President Roose- 
velt and his industrial recovery ad- 
ministrator, Gen. Hugh S. Johnson, 
that advertising will not be handi- 
capped as a result of the new legis- 
lation enacted in Washington, and 
resolutions expressing confidence in 
the operations of business and ad- 
vertising under the new regime, 
furnished the most spectacular fea- 
tures of the twenty-ninth annual 
convention of the Advertising Fed- 
eration of America, which closed 
here today. 

Gen. Johnson's statement, which 
is reported in full elsewhere in this 
issue, was read at the opening ses- 
sion Monday, and together with the 
reassurances contained in the letter 
of the President, read by Edgar Ko- 
bak, head of the Federation, at the 
same session, did much to allay un- 
easiness regarding the possible ef- 
fect on advertising of the new sys- 
tem of industry control. 

The “resolutions adopted by ttre 
Federation today likewise took a 
strong stand against false, mislead- 
ing and unfair advertising, and com- 
mitted the Federation to cooperation 
with the government in carrying into 
effect any constructive legislation to 
this end. It was made clear, how- 
ever, that the Federation will oppose 
legislation which would, because of 
its method of enforcement, hamper 
legitimate advertising or prevent 
the use of a reasonably persuasive 
advertising appeal. 


Officers Re-elected 


Mr. Kobak, vice-president of the 
McGraw-Hill Publishing Company, 
New York, was re-elected president 
of the Federation. His work during 
the past year has been remarkably 
successful, and the Federation has 
gone ahead under his administration 
in splendid style. 

Gilbert T. Hodges, of the New 
York Sun, who has been chairman 


Roosevelt, 


Gen. Johnson See Need 
For Good Advertising 


CHAIRMAN AGAIN 


Gilbert T. Hodges, "New York 

Sun," who was re-elected chairman 

of the board of Advertising Fed- 
eration of America. 


of the board of the organization, 
was also re-elected, as were Arthur 
H. Brayton, Merchants Trade Jour- 
nal. Des Moines, secretary, and 
Charles E. Murphy, New York, 
treasurer. 

George W. Kleiser, Foster & 
Kleiser, San Francisco, was re- 
elected chairman of the Council on 
Departmental Activities; Helen M. 
Rockey, Consolidated Gas Company, 
New York, was re-elected chairman 
of the Council on Women’s Advertis- 
ing Clubs, and John B. Gaughen, 
Capper Publications, Detroit, was 
re-elected chairman of the Council 


(Continued on Page 19) 


Last Minute 


hours after publication. 


Cincinnati, O., June 30.—Ralph 


News Flashes 


Preliminary Injunction Granted New Orleans Dailies 
New Orleans, La., June 30.—A preliminary injunction issued here by 
Judge Gleason in the suit brought by the four local dailies against radio 
station WDSU to prevent “news pirating” restrains the radio station from 
using any of the contents of local newspapers for news broadcasts for 24 


The newspapers contend that the station has no right to take news for 
which the papers pay and use it as an aid in selling advertising. 


Blackett-Sample-Hummert Gets Oxydol 


F. Rogan, advertising director, The 


Procter & Gamble Company, announced today that advertising of Oxydol 
will be handled by Blackett Sample-Hummert, Inc., Chicago, effective Sept. 1. 


- Malcolm Muir to Aid General Johnson 


New York, June 30.—Malcolm Muir, president, McGraw-Hill Publishing 
Company, has been appointed a deputy administrator of the national in- 
dustrial recovery act, under Gen. Hugh Johnson. 

He will serve as one of the five deputies who will develop contacts 
with industries organizing under the act. 


New Four A’s Contract Form Ready 
New York, June 30.—The new standard order form of the American 
Association of Advertising Agencies, which has already been approved 
by leading organizations of publishers, is now being printed, and will 
be distributed to members shortly. 


U. S. Officials Reassure Advertising 


FURTHER A. N. A. 
STUDY OF AGENCY 
SYSTEM IS SEEN 


Newspaper Advertising Men 
Hold Live Sessions 


Grand Rapids, Mich., June 28.—In 
all probability, the Association of 
National Advertisers will sponsor a 
further study of the material covered 
in the Young report on agency com- 
pensation, Stuart Peabody, The Bor- 
den Company, New York, and preési- 
dent, Association of National Adver- 
tisers, told the luncheon meeting 
sponsored here yesterday by the 
Newspaper Advertising Executives’ 
Association. 

“The purpose of this further study 
will not be to refute or discredit the 
Young report but to complete the 
picture,” Mr. Peabody said, after 
briefly reviewing the findings of Al- 
bert E. Haase in his analysis of the 
Young report which was made on be- 
half of the A. N. A., and reported in 
detail in the June 24 issue of ADVER- 
TISING AGE. 

Mr. Peabody, speaking at the Tues- 
day luncheon in the main ballroom 
of the Pantlind Hotel which was 
sponsored by the N. A. E. A., but 
which drew attendance from all 
groups represented at the meetings, 
reviewed the purpose and the activi- 
ties of the Association of National 
Advertisers, and pointed out the ne- 
cessity for further cooperation be- 
tween publishers and other medium 
owners, agencies and advertisers to- 
ward reaching the essential goal of 
increased productiveness for the ad- 
vertising dollar. 

Tells of A. N. A. Work 

He reviewed many of the pieces of 
research upon which the association 
has embarked, notably the studies on 
radio, the division of the advertising 
budget, and the cooperative efforts 
with the outdoor interests which re- 
sulted in the survey of street traffic 
with regard to trade made by Dr. 
Miller McClintock of Harvard Uni- 
versity. 

Among the many types of research 
in which the A. N. A. is particularly 
interested, Mr. Peabody mentioned 
pre-testing and post-testing of adver- 
tising and advertising copy; forced 
combinations in newspaper rates; 
the local-national differential; and a 
more thorough analysis of circula- 
tions, based upon the work of the 
Audit Bureau of Circulations. 

Mr. Peabody’s address and the 
luncheon at which it was presented 
was one of the highlights in the se- 
ries of meetings of the Newspaper 
Advertising Executives’ Association 
—a series which was crowded with 
interesting material. 

The association got off to a run- 
ning start at its opening session 
Monday morning with an address on 
predatory copy by Major Ben Namm, 
president, the Namm Store, Brook- 
lyn, and vice-president, National Re- 
tail Dry Goods Association, in which, 
without mincing words, Major Namm 
declared that false, misleading and 
predatory copy in all advertising me- 
diums must be eliminated if adver- 
tising itself is to survive. 


Asserting that the public has al- 
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ADVERTISING AGE 


July 1, 19% 


ready lost a great measure of its 
faith in advertising, due to false and 
unbelievable copy, Major Namm said, 
“Advertising has been grossly mis- 
used. It is suffering from a severe 
ease of auto-intoxication. Its blood- 
stream is toxic from the twin poisons 
of exaggeration and incrimination.” 

Citing numerous examples of the 
type of advertising which he de- 
clared is tearing down the entire ad- 
vertising structure, he made the defi- 


nite assertion that the point now is, | 


not whether or not advertising shall 
be purged of predatory characteris- 


tics, but who shall do the purging— | 


the advertising field itself or the 
government. 

Major Namm referred specifically 
to the national industrial recovery 
act, and lent point to his assertion 
that the government will undoubt- 
edly step in if advertising does not 
do the job itself by turning to Don 
Bridge of the New York Times, 
president of the association, and say- 
ing: 

Much Discussion 

“If some of the legislation I have 
seen drawn up is ever enacted into 
law, you will be holding the next 
meeting of this association in the 
main auditorium at Atlanta peniten- 
tiary.” 

Major Namm’s contention that it 
is up to newspaper publishers and 


owners of other mediums to set the 
| pace in “cleaning house” provoked a 
| flood of discussion from the floor. A 
number of those present, including 
William Donahue, Chicago Tribune, 
George Auer, New York Herald-Tri- 
bune, and Harvey Young, Columbus 
Dispatch, insisted that it was the ad- | 
vertiser’s job to set his own house 
in order, and pointed out that while 
reputable newspapers are doing all | 
in their power to eliminate unfairly 
competitive copy from their columns, 
it is often impossible to get retailers 
themselves to agree on what is un- 
fair copy. 

| One of Major Namm’s remarks, | 
/made in answer to a question with 
|reference to the industrial recovery 
act, curiously enough agreed almost 
|completely with a statement made to 
|the meeting before Mr. Namm ar- 
lrived by Joseph H. Appel, of John 
Wanamaker, New York, who dropped 
into the session in time to be re- 
cruited as a “guest speaker.” 


See Less Copy, Higher Rates 


Major Namm said, apropos of the 
effect on advertising of the industrial 
recovery act, and Mr. Appel said, 
without particular reference to the 
effects of the act, that retailers not 
only foresee, but eagerly look for- 
ward to a curtailment of the amount 
of advertising lineage, with an in- 


creased lineage cost, if necessary. 


Both condemned multiple - page 
newspaper advertisements as un- 
economical and unsound, and Mr. 
Appel particularly urged a “better 


balanced newspaper,” in which more 
news and less advertising would ap- 
pear. 

“If that brings higher rates for 
newspaper advertising, let us have 
higher rates,” Mr. Appel said. 

The only other scheduled speaker 
on the program was H. W. Blakes- 
lee, western manager, Bureau of 
Advertising, American Newspaper 
Publishers Association, who, with 
the aid of slides, gave a model pres- 
entation of the newspaper’s case in 
seeking advertising. 

Most of the time at the meeting 
was devoted to informal discussion 
from the floor, much of it in answer 
to a number of questions.which had 
been submitted to the association in 
advance of the meeting by members. 

Questions discussed included the 
matter of making charges for exces- 
sive corrections and for advertise- 
ments set but not run; the volume of 
beer advertising being carried; the 
practice in handling radio programs, 
etc. 

Hear Dr. Haake 
At the Tuesday morning session 


the newspaper executives heard a re- 
markable talk by Dr. A. P. Haake, 


THIS CONCERNS YOU, YOU, 
AND You 


@* every other human. Because all of us 
have or have had personal problems. _Inti- 
mate, strictly personal problems, which to the 
outside world or even to close friends might be 
considered infinitesimal but to you are really 
vital matters. 


While one of these personal problems of yours 
is awaiting a solution, you will amply testify that 
nothing else in your life is paramount, nothing 
else can actually command your complete atten- 
tion. Of course, you make an effort to “Carry 
on” as usual. Nevertheless, whatever you are do- 
ing—knocking out a piece of copy, interesting a 
client in a new campaign or talking up your de- 
partment to the chief—that nemesis, your per- 
sonal problem, keeps popping up. 


Forget it? Just try! Take a week-end cruise 
to Bermuda, climb Pike’s Peak or slip down to 
Coney and flop into the Surf. No use. You will 
find that personal problem of yours is omnipres- 
ent. There is no escape from it. Until you do 
find a satisfactory solution for it, that personal 
problem plagues you night and day. 


Realizing the direct relation of personal prob- 
lems to one’s happiness and success, the editors 
of Physical Culture Magazine have always made 
it their business to assist readers in arriving at a 
solution of their personal problems. In fact, it 
has been an editorial tenet of this magazine since 
the very first issue 35 years ago. 


Without solicitation or contests, thousands and 
thousands of letters dealing with personal prob- 
lems flow constantly across the desks of the edi- 
tors of Physical Culture Magazine. Frank, seri- 
ous communications seeking advice on a hundred 
and one varieties of pertinent personal problems, 
ranging from how to keep a snippy wife happy 
to what to do with a wayward daughter. All 
sincere questions from interested readers—real 
humans even as you and I—who simply want 
confidential, authoritative aid to solve problems 
which are making their daily lives miserable. 


In not a single instance among these hundreds 
of thousands of personal problems letters re- 
ceived over a period of 35 years has Physical 
Culture, the friendly and understanding mag- 
azine, let a reader down in his dilemma. 


Regardless of whether the personal problem is 
health, family relationship, diet, child care or psy- 
chological, Physical Culture Magazine, through 
its varied editorial programs, replete with timely, 
authentic articles dealing with similar situations 
and invariably written in the first person, has 
enabled these thousands and thousands of trou- 
bled readers to find the right answers to their 
particular problems. 


Repeatedly rendering the right assistance when 
it is most urgent is what cements reader loyalty 
for Physical Culture Magazine among its quarter 
million staunch adherents, the same feeling of 
comraderie which you have for a pal who has 
gone the limit to lift you out of a tough spot. 


That high calibre of unfailing loyalty effects 
a certain type of genuine reader support and re- 
sponsiveness that cannot be found anywhere else, 
save among the quarter of a million regular read- 
ers of Physical Culture Magazine. 


AN ADVERTISEMENT FOR PHYSICAL CULTURE MAGAZINE 


HEADS N. A. E. A. 
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Alvin R. Magee, national advertis- 
ing manager, "Louisville Courier- 


Journal and Times,"" who was 

elected president of Newspaper 

Advertising Executives’ Association 

at the meeting in Grand Rapids 
this week. 


managing director, National Associa- 
tion of Furniture Manufacturers, in 
which he asserted that furniture 
manufacturers and retailers must 
learn to talk something besides price 
if they ever expect to make adver- 
tising a useful sales tool and lift 
the industry from the doldrums into 
which it has fallen. 


The national industrial recovery act 
will assure more and better furni- 
ture advertising, he declared, if 
manufacturers and retailers can be 
brought to a realization that price 
is of subordinate importance in sell- 
ing furniture, he said. 

Col. Herron, Washington Star, and 
John Benson, president, American 
Association of Advertising Agencies, 
reported on the results of a confer- 
ence held recently between a special 
committee of the N. A. E. A. and the 
newspaper committee of the A. A. 
A. A., at which mutual problems 
were discussed. 


Want Newspaper Surveys 

Mr. Benson suggested a number of 
things in which the agency group is 
interested, among them an improve- 
ment in A. B. C. reports to indicate 
how circulation is obtained and to 
more closely define trading areas; 
extension of the newspaper reader 
surveys with special reference to 
duplication, inaugurated some time 
ago and carried on spasmodically 
under the direction of Dr. Daniel 
Starch; standardization of column 
widths and page sizes; and stand- 
ardization of agency commissions, 
especially the 2 per cent cash dis- 
count. 

He asserted that much of the ef- 
fort of newspaper representatives in 
contacting agency media depart- 
ments is wasteful, and urged the 
adoption of a simple code of rules 
governing these contacts. Mr. Ben- 
son also suggested that the agencies 
would welcome an extension of the 
scope and influence of the Bureau of 
Advertising of the American News- 
paper Publishers Association, with 
one of its major aims that of ex- 
tending blanket recognition to agen- 
cies. 

This, he said, would raise stand- 
ards of agency practice greatly, 
would relieve individual publishers 
of the responsibility for extending 
recognition, and would be of benefit 
to both publishers and agencies. 


Officers Elected 

At the final session W. S. Camp- 
bell, classified advertising manager 
of the Detroit Free Press, discussed 
this feature, emphasizing the neces- 
sity of keeping rates on transient, 
non-professional classified low enough 
to enable the services to be used. 
This type of advertising, he insisted, 
has keen reader interest. 

Alvin R. Magee, Louisville Courier- 
Journal and Times, was elected presi- 
dent of the association, succeeding 
Don U. Bridge. New York Times. 
George Auer, New York Herald-Tri- 
bune, was chosen vice-president. 


New directors are Herbert E. Con- 


ley, Grand Rapids Press, and y 
Pierce, of the Altoona Mirror, 

The secretary-treasurer wil] be 
pointed by President Magee at 
consultation with the directors, 

Before adjournment the ASso¢i, 
tion adopted resolutions endorsiy, 
the Capper bill aimed at dishone 
advertising, and endorsing a rego, 
tion adopted by the American Ney 
paper Publishers’ Association OPDos 
ing circulation guarantees. 


Outdoor Group 
Hears Crooker 


And McClintock 


Grand Rapids, Mich. June 27~ 
The development of an accurat 
measure of advertising value for th, 
information of advertisers along ling 
worked out under the auspices 
the Association of National Adye, 
tisers and the Outdoor Advertisi 
Association was the outstanding gy} 
ject discussed at the latter orgay) 
zation’s meeting this ‘clara 


under the chairmanship of Clareny 
D. Blessed, president of Walker j 
Co., of Detroit. 

Dr. Miller McClintock, of Harva; 
University, who has been in charge 
of the research work involved, é& 
scribed in detail the method whic 
has been followed and will probably 
be permanently adopted, based on, 
fair evaluation of the several fap. 
tors involved, including position, 
size and character of display, anj 
daily circulation. According to Dr 
McClintock, these factors will bh 
embodied in a standard form similar 
in a general way to the forms of the 
Audit Bureau of Circulations, in that 


a given plant’s services will be made 
available. 

The job is an enormous one for 
the country as a whole, since 17,00) 
cities and towns must be covered 
eventually; but a start has_ been 
made by surveys along this line of 
30 leading metropolitan trading 
areas, and it is planned before the 
end of the year to cover all of the 
96 such areas in the country. 


20 Laboratories 


Studies of detailed traffic patterns 
are also being made in twenty com- 
munities of varying sizes which are 
being used as laboratories, for the 
purpose of working out as acct 
rately as possible the advertising 
values of both poster and painted 
board services. 

Dr. McClintock’s talk, which fol 
lowed that of Robert H. Crooker, at: 
vertising manager, Chevrolet Motor 
Car Company, dovetailed with spe 
cial fitness into Mr. Crooker’s re 
marks. Speaking on the _ subject, 
“As the National Advertiser Sees 
It,” Mr. Crooker indicated hearty ap 
proval of outdoor advertising val: 
ues, but strongly deprecated the use 
of positions in rural districts where 
pleasing scenery is defaced without 
any great value being secured, while 
public disapproval results. 

The general adoption of methods 
such as those described by Dr. Mc 
Clintock will, it was pointed out, 
show so clearly the relatively insig 
nificant advertising value of displays 
in country districts where scenic at- 
tractiveness is notable that plant 
owners will tend of their own motion 
to discontinue the use of such loca 
tions. 


Ask Repeal of Strict 
Cigarette Copy Laws 


Petitions calling for a special elec 
tion to vote on repeal of the cigarette 
advertising ordinance are being cit 
culated by volunteers in Duluth, 
Minn. 

The ordinance prohibits the dis 
play of advertising depicting wome? 
smoking cigarettes, and has_ beet 
virtually unenforceable. 


State Taxes Electros 


The Commissioner of Taxation and 
Finance of the State of New York 
has ruled that all electrotypes, mats 
or stereotypes made in the state are 
subject to the sales tax of 1 per cent, 
except when shipped out of the state 


by the manufacturer. 
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ADVERTISING AGE 


Mar. Tupper manufactures teapots. 
They are plain, serviceable, uninspired teapots— 
but they have made a lot of money for Mr. Tupper. 
Mr. Tupper never had a very clear idea as to who 
bought his teapots; and like many another business 
man in the late lamented decade he began to 
vaguely confuse his customers with his neighbors 
and associates. 

His advertising was attended by a New York 
agency, comprised of bright young men who con- 
ceived the markets of America as multiples of 
Bronxville, Winnetka and Burlingame. Capable of 
advertising even a can opener in the Cartier 
manner, they visualized the prospect for Tupper 
teapots as a svelte creature in a tea gown, by 
Erickson. The art director ensembled the teapot 
on a Phyffe table, with linen from Mosse, silver 
from Crichton’s, accessories from Ovington’s, 
lemon slices from Sherry’s, and flowers from 


Dard’s. The arty advertising ran in arty magazines. . 


All of Mr. Tupper’s friends and acquaintances 
admired his advertising—except his salesmen. 

And all the while, the Tupper teapot was being 
sold in bargain basements and variety stores on 
mean streets. Its only crest was a cut price tag. It 
was bought not because it was smart, but because 
it looked like a lot for the money, held heat well, 
had a durable spout and handle and a large mouth 
for easy cleaning. It was bought by women who 
wore aprons most of the time—and never saw the 
Tupper advertising! 


Maz. Tupper knows better nowadays. 
So do most business men who once cherished the 
delusion that their major market lay among the 
“best people’. The “‘best people’ have become 


is a * | it to 


tr AAC 
a ‘g Perrys 
J . ers ak bs 
BARGAIN 
KASE ME 
oy BARGAT 
<> SE 
per = rene 


ma © x Ke 
fy, Ss 
be f = : 
i | > x <easf : 
3 % 
| A i 
, 3S =) 
nse 1 2 <= 
251] Ean. 
$i9p : 
AS) 
\ : £ 
-_ ee 
| * % > 


the worst market of recent years. The depression 
that cut the earning power and cost the jobs of a 
large part of the public, deflated wealth and 
affluence more cruelly and viciously than any 
previous occasion on record. The recent rich are 
for the most part the new poor, and even ancient 
vested capital is paying little or no return. So if 
you haven’t been doing business with the mass 
market the past three years, you just haven’t been 
doing business—and may not do much for a long 
time to come. 

Fifty-seventh Street has been a sad street these 
last three years, but Thirty-fourth Street still 
carries crowds. The luxury shop has been a luxury 
chiefly to its owners. Summer homes, speed boats, 
antiques, jewelry and club memberships are avail- 
able at ridiculous prices. Miami, with four hundred 


[he g 


Swe eney! 


Vhe Sz urviver! 


thousand visitors this winter had a boom; 
Palm Beach, of the mythical Four Hundred, 
had a blight. Chevrolet has become the big 
bread and butter of General Motors, and 
Cadillac is very small cake. Forty thousand 
dollar houses are a drug on the market, while 
forty dollar a month apartments are still hard 
to find. The bargain basement has appropri- 
ated whole department stores. In the first 
quarter of 1933 in New York City, only 2% 
of new car sales came from the $9,000 or 
better districts; but districts averaging under 
$5,000 furnished 75% of the sales. Any busi- 
ness man today who imagines that he must 
seek customers in the upper income brackets 
because the general public has lost buying 
power is trading a substantial frying pan for 
a very feeble fire! The “‘class complex” in 
advertising has been as disastrously deflated 
as the “class” audience. 


Text It to Sweeney—who still sur- 
vives. The Sweeneys are the average New 
Yorkers, with incomes of from $6,000 down 
—but with more incomes than any large 
group of people in the world today. There 
are twelve million of them in and around 
New York. They comprise the most fortunate 
market of current times. Diversity of occupa- 
tion has protected their collective jobs. 
Secondary manufactures, supplying finished 
goods closer to the consumption point, has 
kept New York’s industries healthier and 
busier than industry elsewhere. Bank failures. 
have been conspicuously few. Savings banks. 
deposits, now at an all-time peak, show that 

the Sweeneys have more cash on hand than ever 
before. And better business for the whole country 
makes business better first in New York! 

Matching this best market in America today is 
the best advertising medium. With more circula- 
tion than ever before, The News reaches two- 
thirds of New York City families and more in the 
suburbs than any other newspaper—most of the 
Sweeneys, and most of the Stuyvesants, too! Adver- 
tising in The News today taps most of the active 
buying power in this market. The small News 
page still gives all advertising greater effectiveness. 
And its cost is at an all-time low. 

The News is still making sales. Still the first 
retail medium in New York City! First among all 
morning papers in display linage in the whole 
country this year! May we tell you more? 


News 


New Yorks Picture Newspaper 


220 East 42D STREET, New York - Kohl Building, San Francisco 


- Tribune Tower, Chicago 
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Roosevelt Administration Approves 
Advertising 


President Roosevelt and Gen. 
Hugh S. Johnson, administrator ot 
the industrial recovery act, ad- 
dressed the Advertising Federation 
of America in letters read at the 
Grand Rapids convention with ref- 
erence to the attitude of the admin- 
istration on the use of advertising. 
Both were strongly of the opinion 
that the administration of the new 
law will not in any way interfere 
with the employment of advertising 
by American business. 

They reiterated the statement that 
the new law is aimed at cut-throat 
competition and chiseling, cut-price 
operations, and that legitimate busi- 
ness will be able to use advertising 
for normal sales promotion purposes 
without fearing curtailment or re- 
striction in any way. 

The effect of the two statements 
was definitely reassuring. They in- 
dicated that the intent of the ad- 
ministration is not to put a brake 
on advertising, but to make it pos- 
sible for business to use advertising 
without the danger of being ham- 
strung by the sort of price warfare 


which has raged in many markets | 


Curing the past few years. Since 
quality products, offering the max- 
imum of service and _ satisfaction, 
lend themselves best to advertising, 
the effect of the law, they indicated, 
would be to benefit makers of goods 
of this kind, rather than to hinder 
them in any way. 

The Advertising Federation of 
America performed a distinctly val- 
uable service to business by placing 
the administration definitely on rec- 
ord in regard to advertising. The 
statements recorded at Grand Rap- 
ids will prove to be more than or- 
dinarily helpful in giving advertisers 


something specific, in the way of 
policy, to which they can point as 
the various vexing problems con- 
nected with the administration of 
the law develop, as they are certain 
to do. A general policy having been 
laid down in these definite and ex- 
plicit terms, the details of admin- 
istration should obviously be made 
to conform to it. 

Advertising is a function of busi- 
ness generally, and therefore adver- 
tising, as an industry, will not be 
called on to organize under the act. 
Advertisers will operate under codes 
of trade practice established by their 
individual industries. In the estab- 
lishment of a working program for 
their respective businesses, it will 
be well for companies which have 
incorporated the use of advertising 
into their general operating pro- 
grams to keep the statements of 
policy issued by President Roosevelt 
and Gen. Johnson well in mind, so 
that when any details of the in- 
dustrial control program are an- 
nounced for use by a given industry, 
they can be checked, if necessary 
against the announced administra- 
tion program of normal advertising 
activities. 

It is to be hoped that the effect 
of the administration policy will be 
to reduce the importance and num- 
ber of discussions affecting the op- 
erations of advertisers; but certainly 
it should be an advantage to them, 
in setting up their operations in con- 
formity with the rulings of Gen. 
Johnson’s organization, to know that 
a basic policy of encouragement to 
advertising has already been an- 
nounced, and that details of admin- 
istration presumably will be made 
to conform to it. 


Bringing the Retailer into the 
Advertising Picture 


One of the most interesting and 
largely attended group sessions at 
the Grand Rapids convention of the 
A. F. A. was devoted to retail ad- 
vertising. The conference was at- 
tended not only by retailers, but by 
national advertisers, many of whom 
were anxious to learn the attitude 
of retailers toward their products 
and promotion programs. There was 
plenty of criticism from both sides 
—criticism of the failure of retailers 
to capitalize advertising by the 
manufacturer, and failure of the lat- 
ter to plan his advertising with due 
regard to the necessities of the store. 

The impressive feature of the dis- 
cussion was that it was so badly 
needed. None of the subjects dis- 
cussed were new, but the very fact 
that the problems which have been 
bothering advertisers and _ retail 


merchants for years are still trou- 
bling them is evidence that sufficient 
effort has not yet been made to 
bring the retailer into the advertis- 
ing picture as it is seen by the man- 
ufacturer. As the channel for the 
movement of goods from factory to 
consumer, the retail store is too im- 
portant not to be given careful at- 
tention, if not indeed the lion’s share 
of consideration in the establishment 
of promotion policies. 

It should be remembered, too, that 
most successful retailers are them- 
selves large advertisers and think 
that they know something about how 
advertising should be done. The fact 
that they regard much national ad- 
vertising as offering minimum value 
to them may not be significant in 
all cases, but it at least suggests 
the desirability of working together. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 

445. The Negro Market. 

“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


418. A 


Million Women with Mil- 


lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 


interest to advertisers selling to 
women. 
No. 471. How Much for “Point of 


Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan. 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 433. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 507. Hearst’s International Com- 
bined with Cosmopolitan. 


A most unusual volume of over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of the editorial material 
appearing in each issue of Cosmopol- 
itan Magazine. This book, perhaps 


a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July issue of Cosmo- 
politan. 


EASING THE MENTAL STRAIN 


ee, 


—Ballyhoo, 


"Gentlemen, | have to report there will be no dividends again—but 
| thought we should take it with better spirits than last time." 
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Voice of the Advertiser 


Coast Oil Companies 
Also Issue Challenges 


To the Editor: Challenge seems to 
be the order of the day in gasoline 
advertising. 

Reading with interest your issue 
of June 3, I hasten to put the Gil- 
more Oil Company on _ record for 
issuing a challenge on May 31 in an 
advertisement prepared by _ this 
agency on the results of the Indian- 


~—® YEARS AHEAD in 
Anti-Knock Horsepower 


New “Fortified” Gasoline 
Issues a Challenge to Owners 
of Cadillacs, Chryslers 
and La Salles 


You have heen advised to tse exira price 
Premium gasohne to get maximum horsepower in 
sour high comperssion motor, without knocking. 

Now ... it is ne longer necessary. Gilmore 
has jumped far into the lead to perfect and 
develop the new “Fortified” Red Lion. It is the 
gasoline that makes premium price motor fuels 
unaecessary. It is 2 years ahead in anti-knock 
horsepower. It alse gives added mileage, and 
contains ne pormenous ingredient. 


slers, La Salles, and other high compression cary 
rus setisfactorily, will make any car, old or new, 
run betier. 

Put this brand sew “Fortified” Gilmore 
Red Lion to any test you want... in any car. It 
challenges your amazement. Just try it! 


GILMORE RED LION 
THE “FORTIFIED” GASOLINE FOR ALL CARS 
= 7 aco 
Sle cs = Ele 
At, ” 
wie “Ones seo 
apolis automobile race, proof of 


which is enclosed. 

I also enclose proofs of advertise- 
ments in a new campaign now being 
released which appropriates a com- 
monly accepted phrase as a means 
of introducing a new product and in 
which there is a subsequent adver- 
tisement challenging the owner of 
notoriously high compression ration 
motor cars. 

It is interesting to us westerners 
to know we at least are not followers. 

CHET CRANK, 
Chet Crank, Ine., Los Angeles, Cal. 
7, FT F 


Canadian Publisher 
Finds A. A. Essential 


To the Editor: Will you kindly re- 
sume the subscription to Mr. Lanoix 
at the above address for ADVERTISING 
AGE. We find that it is essential in 
the carrying out of our work. It 
keeps us posted on all the changes 
that seem to be continually occurring 
in the agency field. 

Some time ago you published a 
chart which showed the advertising 
earried by the various American 
magazines. I believe that it com- 
pared 1932 with 1931. We are 
anxious to get a copy of this chart 
and would greatly appreciate it if 
you would kindly send us the issue 
containing these figures. 

ERNEST J. SHEARMAN, 
Advertising Mgr., La Revue Moderne, 
Montreal, Que. 


“Phooey,” Says Patterson 

To the Editor: Phooey, phooey for 
all this argument about the way 
Perghoit spells the word “judge. 
ment.” 

As I recall it, this argument about 
the spelling of the word “judgement” 
developed more than 20 years ago 
when the Schoenhofen Company of 
Chicago adopted the slogan, “A Case 
of Good Judgment” in connection 
with its Edelweiss. Someone who 
hadn't read dictionaries thoroughly 
started a similar argument which 
meant millions to the Schoenhofen 
Company. 

KELLOGG M. PATTERSON, 
Special Representative, Cincinnati- 
Times-Star, Chicago. 


> + 


One-Inch Copy Works 


for a Long Time, Too 

To the Editor: I have been read 
ing from time to time about the pull: 
ing power of various advertisements 
and notice that some of them have 
pulled inquiries as many as 25 or 30 
years after insertion. I notice, too, 
that most of these advertisements 
were placed by fairly large organi- 
zations. 

The enclosed letters, though difficult 
to read, have something as interest: 
ing to me, if not more so, because 
they offer evidence of a one-inch ad- 
vertisement, inserted in the Cultiva 
tor and Country Gentleman by a lone 
cattle dealer in a small Pennsyl- 
vania town, that had not been de 
stroyed 40 years after its insertion 
and was clipped and sent in to the 
advertiser. 

William B. Harvey has not beet 
in the cattle business since about 
1895. However, he received a letter 
dated March 21, 1933, and enclosing 
a clipping of his one-inch cattle and 
hog advertisement which I believe 
from what the writer says in his 
second letter, was inserted in the 
Cultivator and Country Gentleman 
in 1893. 

I believe that the advertisement 
on the back of this one in question 
indicates that it was in the April 19 
issue. You will recognize the fact 
that this is before that magazine was 
purchased by Cyrus Curtis. 

Forty years is a long time, but 
this little advertisement, more thal 
half illustration, still pulled a reply. 

Witmer E. KENWorRTHY, 
West Chester, Pa. 
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Cover-to-Cover 


To the Editor: Attached please find 
invoice and $1 to cover, extending mY 
subscription to ADVERTISING AGE for 
another year. 

I want you to know that I read 
ADVERTISING AGE from the _ first 
“Rough Proof” through to the last 
picture on the back page every week 
and never a week goes by but that ! 
get something of interest and value 
from it. 


Irvin C. ELMER, 
Inc., 
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ADVERTISING AGE 


COUTH TO BE 
ADVERTISED 
BY S.N.P.A. 


Newspaper Group Elects 
J, L. Mapes 


Chattanooga, Tenn., June 28.— 
Plans presented by the advertising 
committee of Southern Newspaper 
publishers Association, which closed 
a three-day session at Signal Moun- 
tain Hotel here today, to immedi- 
ately launch an advertising cam- 
paign to present the south as a mar- 
ket and the value of newspaper ad- 
yertising to reach that market were 
ynanimously approved by the S. N. 
p, A. 

It is planned to make use of space 
approximating $500,000. Chairman 
Herbert Porter, Atlanta Georgian- 
American, is already organizing a 
committee to take charge of this ac- 
tivity, and the first piece of copy is 
expected to appear shortly after 
July 4. 

Action on this subject climaxed 
what was generally referred to by 
publishers in attendance as “the 
most successful meeting in the his- 
tory of the S. N. P. A.” 

J. L. Mapes, Beaumont, Tex., En- 
terprise & Journal, was elected presi- 
dent of the association, succeeding 
James G. Stahlman, Nashville Ban- 
ner, Who was named chairman of the 
poard. Walter C. Johnson, Chattanooga 
News, was again named to the post 
of treasurer, and the association’s 
eficient secretary-manager, Cranston 
Williams, was immediately re-elected 
by the new board. 


Directors Elected 

Directors elected at the meeting 
were: J. E. Chappell, Birmingham 
News and Age-Herald; J. N. Heis- 
kell, Little Rock Gazette; Jesse M. 
Elliott, Jacksonville Times-Union; 
Clark Howell, Jr., Atlanta Constitu- 
tion; Emanuel Levi, Louisville Cour- 
ier-Journal and Times; John OD. 
Ewing, Shreveport Times; Birney 
Imes, Commercial-Dispatch, Colum- 
bus, Miss.; 


J. L Horne, Jr, Telegram, Rocky 
Mount, N. C.; E. K. Gaylord, Okla- 
homa City Oklahoman and Times; 
Roger C. Peace, News and Piedmont, 
Greenville, S. C.; Adolph S. Ochs, 
Chattanooga Times; Walter A. Dea- 
ley, Dallas News and Journal; §S. L. 
Slover, Ledger-Dispatch and Virgin- 
ian-Pilot, Norfolk, Va.; and Robert 
L. Sm it h, Gazette, Charleston, 
W. Va. 

Resolutions touching on several sub- 
jects were unanimously adopted as 
follows: 

“Resolved, That the Southern 
Newspaper Publishers’ Association 
commends the Capper bill based 
upon the Printers’ Ink model statute, 
how a law in 25 states, which pro- 
hibits and penalizes untrue, decep- 
tive and misleading advertising.” 

“Resolved, That the president is 
authorized to appoint a special com 
mittee to make a survey on propa- 
ganda, advertising and free  pub- 
licity in features, syndicate material 
and other matter received by news- 
papers.” 

“Resolved, That the convention ap- 
Proves the activities of the special 
leased wire committee and author- 
izes the board to continue the activi- 
ties in any manner they may deem 
desirable.” 


Discuss Recovery Act 


“Resolved, That the convention ap- 
Proves the action of President Stahi- 
Man in conferring with other pub- 
lishers’ organizations concerning the 
Industrial recovery act and author- 
izes the president to take such steps 
a he may deem necessary in cooper- 
ating with other organizations in the 
future.” 

“Resolved, First, that the South- 
fn Newspaper Publishers’ Associa- 
tion express its appreciation to How- 
ard W. Stodghill for his two years’ 
Uselfish and efficient service to the 


newspapers of America as a member 
of the board of directors of the Au- 
dit Bureau of Circulations; 

“Second, that this association ex- 
press its thanks to the ownership 
and management of the Louisville 
Courier-Journal and Times for mak- 
ing this wonderfully effective serv- 
ice possible; 

“Third, that this association pro- 
poses the re-election of Howard W. 
Stodghill on a platform calling for 
equal and exact justice to newspa- 
pers in comparison with other media 
also audited by the A. B. C., includ- 
ing standardization of audit forms 
for all media and similar matters 
that may properly come within his 
province as newspaper representa- 
tive on the board.” 


Committees Appointed 


Immediately upon assuming office 
President Mapes appointed the fol- 
lowing committees: 

Advertising: chairman, Herbert 
Porter, Atlanta Georgian-American; 


business affairs: chairman, C. C. 
Carr, St. Petersburg Times; traffic: 
chairman, John A. Brice, Atlanta 
Journal; labor: chairman F. C. With- 
ers, State, Columbia, S. C.; editorial 
affairs: chairman, J. N. Heiskell, 
Gazette, Little Rock, Ark. 

Lee School of Journalism: chair- 
man, Powell Glass, News and Ad- 
vance, Lynchburg, Va.; postal and 
legislative: chairman, James G. 
Stahlman, Nashville Banner; E. K. 
Gaylord, Oklahoma City Oklahoman 
é& Times; J. S. Parks, Fort Smith 
Times-Record ; H. Galt Braxton, Free 
Press, Kingston, N. C.; W. T. Ander- 
son, Telegraph and News, Macon, 
Ga: John Stewrrt Bryan, News- 
Leader, Richmond, Va. 


Other Committees 


Representing the S. N. P. A. in 
conferences with other publishers’ or- 
ganizations in connection with the 
industrial recovery act, James G. 
Stahlman, Nashville Banner. 

Committee to arrange program for 


smaller newspapers at 1934 conven- 
tion: chairman, Harry M. Ayers, 
Star, Anniston, Ala.; A. W. Huckle, 
Herald, Rock Hill, S. C.; B. H. Moo- 


‘ney, Times, Gadsden, Ala.; Frank 


Goodlett, Leaf-Chronicle, Clarksville, 
Tenn: E. W. Freeman, Jr., Commer- 
cial, Pine Bluff, Ark. 


Ivory Shaving 
Cream Brought 
Out by P. & G. 


Cincinnati, O., June 29.—Ivory 
Shaving Cream, a new product de- 
veloped by the research laboratories 
of Procter & Gamble, makers of 
Ivory Soap, was placed on the mar- 
ket this week. 

The product will be distributed na- 
tionally through the regular drug 
channels, and will undoubtedly re- 
ceive much advertising support as 


soon as production has been built up. 

In announcing the new product, 
officials of the soap company pointed 
out that there has long been a de- 
mand from consumers for a shav- 
ing cream based on Ivory Soap 
standards. 

The demand for this product be- 
came so heavy in recent years, they 
declare, that in 1930 the task of de- 
veloping a shaving cream was def- 
initely assigned to the staff of the 
company’s research division, which 
has just completed its work. 


Cleveland Banks 
to Pay $60,000,000 
With bank payments in excess of 
$60,000,000 to be made in Cleveland 
early in July, an exceptional rush of 
summertime buying is forecast by 
local and national advertisers, who 
see in the stimulation of buying 
which took place in Detroit following 
the release of bank funds, a happy 
augury of what will happen in 
Cleveland. 


It Will Lower the 


Sto the Locomotive / 
Price of OATS 


I... young man in the beaver hat was 
stumped. An armful of mechanical drawings, the 
fruit of his brief but brilliant career, was about to 


be pigeon-holed. 


“What! A machine to take the place of coach 
horses?” had cried an outraged citizenry to a be- 
wildered parliament. “What will we do with our 
animals? What will happen to the price of oats?” 


Even when young Stephenson finally did get 
his chance, the conservative populace continued to 
shake its head. One legislative restriction after 
another entoiled his efforts. The first actual rail- 
road train was only permitted to operate in the 
path of a man on foot waving a red flag. 


To this day, in New York, this law finds echo in 
the man on horseback who still precedes all rail- 
road trains operating on the city streets. 


So, always, have the comfortable conservatives 
fought the liberal vision. 


For every Stephenson condemned by the grain 
broker, there has been a modern prophet scorned 
by the iceman, the phonograph manufacturer, and, 
yes, even by the railroad president! 


Yet, the marvelous thing—for Progress and for 
our present state of mind—is that mechanical re- 
frigeration, radio, bus and airplane have been 
triumphant. The liberal mind, numerically in the 
minority, eventually transmutes itself into the 
majority. The pioneers of business can always be 
certain that the initial support of the younger, 
liberal classes must be followed by the eventual 
acceptance of all. 


As the one magazine that is young in spon- 
sorship, liberal in editing and proved acceptable to 
the young, liberal element of this country by the 


r 


greatest week-by-week purchase-voteofany weekly, 
Liberty is conscious of the strategic position it 
holds in influencing the thinking of our times. 


Rev. MILTON AUGUSTUS BARBER 


RALEIGH, NORTH CAROLINA 


Rector, Christ Church, Raleigh. President, 
Standing Committee, Diocese of North Carolina. 
Trustee, St. Mary’s and St. Augustine's 
Schools. President of Board of Trustees of 
Olivia Raney Library. Member of Board of 
Directors of Y. M. C. A. 


Mr. BarBER WRITES TO LIBERTY: 


** Aur magazine that stands for liberal thinking and 
open-mindedness can render a real service to the world 
today. 

“There is a place for your magazine in preparing the 
world for a new day and a new deal.” 


WILLIAM M. BLATT, LL.B. 


BOSTON 


Former Professor of Medical Furisprudence, 
College of Physicians and Surgeons. Author: 
Leading Massachusetts Cases; Husbands on 
Approval; The Treasure in the Trunk. 


Mr. Bratt writes To LIBERTY: 


' *Tasns never was a better time for publishing a pop- 
ular magazine with the courage to face real conditions 
and to advocate a program that is practical and fair. 
Such a program must be much more liberal than any 
that we can see in the ordinary daily papers. Liberty, 
with its large circulation, can serve tremendously in 
educating the people to the realities of economics and 
politics. 

“I should judge from its past performances that its 
staff was well equipped to do just that sort of work, 
and I shall be on the cheering lines to help.” 


CHESTER LLOYD JONES, Pu.D. 
MADISON, WISCONSIN 
Director, School of Commerce, University of 
Wisconsin 


Dr. Jones writes To LIBERTY: 


¢ ‘W, f ; 

E need an aggressive liberal mag- 
azine and Liberty with its wide circu- 
lation can serve as such effectively. 
“If you can keep Liberty to the standard of true 

liberalism it can do a great service.” 
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‘AMAZING’ GAIN 
IN ADVERTISING 
IS VISUALIZED 


All-Day Session Held by 
Sales Executives 


Grand Rapids, Mich., June 27.— 
The scramble for merchandise is on, 
and the volume of advertising devel- 
oped as a direct result of the indus- 
trial recovery act will amaze men in 
the publishing business, Harry Boyd 
Brown, merchandising manager, 
Philco Radio and Television Corpo- 
ration, told this morning’s session 
of the Sales Executives’ Conference, 
meeting here in conjunction with 
the A. F. A. 

“The scramble for merchandise is 
on,” he said. “Not next week or 
next month, but right now! This 
condition is emphasized by the fact 
that distress merchandise and gyp 
merchandise are fading out of the 
picture, which means that price sell- 
ing is about over, entirely aside from 
the action the federal government is 
taking. 

“Cumulatively effective advertising, 
for prestige and momentum, is com- 
ing back rapidly. Its volume will 
amaze the publishing business.” 

To prove that his prediction is 
more than empty prophecy, Mr. 
Brown related that his own organi- 
zation has already decided to double 
its advertising appropriation to take 
advantage of the rapidly increasing 
demand for goods. 


Sees Fewer Changes in Models 


In his rapid-fire address which 
took the better part of an hour, Mr. 
Brown emphasized the fact that 
while fiexibility and adaptability 
were more needed than ever before 
to meet the conditions of the depres- 
sion, the time is past when engineers 
can make goods obsolete by changes 


Harry Boyd Brown, Philco Radio & 
Television Corporation, who told 
the Sales Executives’ Conference 
Tuesday that publishers will be 
amazed at the volume of advertis- 
ing under the "new deal." 


made for the sake of change, because 
new merchandise of that type can no 
longer be forced upon the consumer 
by means of high-pressure sales and 
advertising methods. High pressure 
is all right, he said, but it should be 
exercised in favor of standard goods 
and not in favor of faked new 
models. 


Not only will national advertising 
be vastly increased because of the 
elimination of cut-throat price com- 
petition under the recovery act, but 
retailers also will find it necessary 
to step up their copy in order to take 
advantage of the national advertis- 
ing and to identify themselves with 
products for which prestige has been 
built up, he predicted. 

Copy today must be strong selling 
copy, Mr. Brown said, in which per- 
formance and quality are stressed in 
simple and specific fashion. More 


Harvey Ingham 


ERHAPS the average New 

Yorker could name one or two 
editors of New York newspapers; 
it is doubtful. Not one New 
Yorker in a thousand can name the 
chiefs* of the 3 great American 
news services, though all three live 
in New York. 


A smart New Yorker might know 
that F. P. A.+ stands for Franklin 
P. Adams, columnist of the Herald- 
Tribune. But if he can name the 
Herald-Tribune’s editor he is a su- 
per-smart New Yorker. 


A million Towans who (alas!) 
seldom hear of F. P. A. know that 
Harvey Ingham is _ editor-in-chief 
of The Des Moines Register and 
Tribune. Thousands of Iowans who 
take in their stride the columns of 
Walter Lippmann and Arthur Bris- 


A Million Iowa Folks Know 
Harvey Ingham 


A Native Iowan; Editor of The Register and Tribune 33 Years 


bane (both regular features of The 
Register and Tribune) are long- 
time and ardent readers of Harvey 
Ingham’s editorial column. 


Two-Bit 
W ords 


Geology and ethnology are fairly 
good two-bit words. We'll bet the 
two-bits that no editor in the world 
knows more about the geology and 
ethnology (to say nothing of the 
history, agriculture and economics) 
of Iowa than Editor-in-Chief Har- 
vey Ingham of The Register and 
Tribune, which is close to the soil 
and people of Iowa. 


It isn’t necessary to be an editor 
—if one reads the charts—to know 
that Iowa is one of the richest mar- 
kets in America today. The same 
Iowans who pay $2,500,000 a year 
for Des Moines Register and Trib- 
une subscriptions have only plenty 
of purchasing power for merchan- 
dise advertised in their favorite 
newspaper. 


“Kent Cooper (Associated Press), Karl 
Bickel (United Press), Joseph V. Connolly 
(International News). The Des Moines 
Register and Tribune is a day and night 
client of all three news services. 


tAuthor of a column too perishable and 


localized like most newspapers) for dis- 
tant distribution. 


The Register and 
Tribune 1933 
circulation . . 
exceeds 1929 


234,139 Daily 
208,122 Sunday 
a ox &. 


intelligent assistance for the retailer 
must also be provided, he warned, in 
order to assure his cooperation. 

Introducing the speaker, Allen Zoll, 
president of the Sales Executives’ 
Club of New York, asserted that 
“just plain quitting’ was responsible 
for much of the depression, pointing 
out that there are now only 800,000 
salesmen on the road, compared with 
4,000,000 in 1929. 

Mr. Brown’s talk started an all- 
day session of the sales executives 
group which proved to be one of the 
most interesting of the ten depart- 
mental meetings held today. 

Other speakers at the sessions of 
this group included E. V. Walsh, 
general sales manager, Timken Si- 
lent Automatic Company; Dr. Her- 
bert W. Hess, professor of merchan- 
dising, University of Pennsylvania; 
Walter J. Daily, manager of the sales 
promotion division, refrigeration de- 
partments, General Electric Com- 
pany; Frank L. Campbell, sales 
manager, Masonite Corporation; L. 
J. McCarthy, assistant director of 
marketing, International Magazine 
Company; and Ralph Leavenworth, 
general advertising manager, West- 
inghouse Electric and Manufacturing 
Company. 

“Our greatest problem in selling 
today is not one of developing the 
correct advertising appeal, the cor- 
rect media to be used, the addition 
of this or that gadget to the product 
design of package, or price,’ Mr. 
Walsh asserted. “It is that of con- 
trolling and directing the minds of 
the people who are responsible for 
the distribution of our product to 
the ultimate consumer; namely, the 
retail salesman.” 


“To my mind,” he continued, “ad- 
vertising will increase in value when 
more consideration is given to the 
individual who has to back it up in 
front of the prospect who has previ- 
ously read the story. Salesmen are 
not super-men. They’re only aver- 
age citizens, with average minds, and 
we are imposing entirely too much 
upon their mental faculties when we 
ask them to back up some of the ex- 
travagant statements that appear in 
the advertising of today.’ 

Prof. Hess pointed out that despite 
the industrial recovery act we are 
still in a competitive society, and 
said that every sales executive must 
develop three points of view in or- 
der to progress under existing cir- 
cumstances. 


Sales Managers’ Qualifications 


He must be scientifically minded 
and capable of sifting out the facts 
of everyday experience and giving 
them an interpretation in keeping 
with their profit-making possibili- 
ties; he must be capable of adjusting 
himself to the rapid changes which 
are taking place, and must in fact 
anticipate those changes; and he 
must develop scientific techniques to 
sell his goods at minimum costs but 
with maximum returns. 

The afternoon session opened with 
a brief talk by Walter Daily, who 
described the “new deal in advertis- 
ing,” after which Mr. Campbell out- 
lined two unusual dealer sales cam- 
paigns developed by the Masonite 
Corporation. 

“Advertising of any nature must 
be viewed as a sales influence, which 
simply represents another salesman 
on your staff,” he said. “The whole 
formula of selling any article is to 
keep in mind that the dealer always 
buys what he sells—that if you teach 
a dealer how to sell, you will always 
find him ready to buy; and above all, 
teach him how to organize his selling 
effort.” 

Mr. McCarthy outlined the meth- 
ods developed by his organization 
for making the most of selective dis- 
tribution and sales effort, and Mr. 
Leavenworth described the efforts 
of his organization to develop a mar- 
ket for commercial air conditioning 
equipment. 

One of the major difficulties in 
marketing this type of equipment, 
Mr. Leavenworth said, is to find 
dealers who combine an efficient 
sales force with an equally efficient 
engineering force, since a complete 
understanding of the engineering 
principles of air conditioning and 
ability to estimate costs of installa- 
tions and service them is extremely 
important. 


CIVIC SERVANTS 


Edgar Kobak, re-elected president 
of the A. F. A., and Grover Whalen, 
toastmaster at the banquet, talk 
over their new jobs. Mr. Kobak be- 
came informally affiliated with the 
Grand Rapids fire department while 
in that city, and Mr. Whalen was 
"welcomed" by the local police de- 
partment. 


Sessions of 
Broadcasters 


Are Informal 


Grand Rapids, Mich., June 27.— 
The National Association of Broad- 
casters, which held its own sessions 
here all day today, adopted an in- 
formal, round table atmosphere in 
which to discuss the problems pe- 
culiar to the industry. 

The morning session, 
over by H. K. Carpenter, WPTF, 
Raleigh, N. C., listened to discus- 
sions of the problems of station pro- 
motion, by John Patt, WGAR, Cleve- 
land; sales management, by Lewis 
Weiss, WJR, Detroit; merchandis- 
ing, by Harry Howlett, WHK, Cleve- 
land, and commercial scripts, by 
John Henry, KOIL, Council Bluffs, 
Ta. 

One of the features of the after- 
noon session was a discussion of the 
standardization of units of sale and 
rates by Arthur B. Church, KMBC, 
Kansas City, Mo. 

Other speakers at the afternoon 
session included Edward Bill, 
WMBD, Peoria, Ill., who spoke on 
cooperation with local civic groups; 
Edward Craney, KGIR, Butte, Mont., 
who talked on participating ideas; 
and Martin Campbell, WFAA, Dallas, 
Tex., who discussed station surveys. 

Growing out of these discussions, 
resolutions were adopted by the 
group indorsing the idea of formu- 
lating standards of measured value 
for radio stations, with a committee 
to be appointed to report at the an- 
nual meeting of N. A. B. in October; 
deprecating the acceptance of con- 
tracts based on returns, as unfair 
to other advertisers paying card 
rates; and approving a survey to 
show merchandising cooperation ex- 
tended by stations to advertisers. 


presided 


Eureka Vacuum Returns 
to Specialty Selling 

Eureka Vacuum Cleaner Company, 
Detroit, has announced that it will 
increase its sales organization imme- 
diately, and return to the specialty 
selling plan under which it formerly 
operated. 

A specialty selling organization 
will start work in the New York 
market immediately, and similar or- 
ganizatons will get started in other 
centers later. 


Opens Seattle Office 


Roy Campbell of Barnes-Campbell 
Company has opened offices in the 
White Bldg., Seattle, Wash., to serv- 
ice local accounts which have here- 
tofore been serviced by the agency’s 
main office in Los Angeles. 


Bowers Starts Agency 


Everett L. Bowers, formerly with 
Bigelow, Bowers and Thompson, has 
launched an agency under his own 
name with offices in the McKinley 
Bldg., Buffalo. 


—, 


Utility Copy 
Much Too Dull, 


Gilman’s Viey 


Grand Rapids, Mich., June 27_ 
“Public utilities which do not Use 
newspaper advertising consistently 
and continually are making a mj 
take which no amount of Promotion 
in other fields can rectify,” Wesley 4. 
Gilman, vice president of N. W. Ayer 
& Son, today told the Public Utilities 
Advertising Association at its eo. 
vention here. 

“A study of a large amount of utijj. 
ties advertising during the last fey 
years,” Mr. Gilman continued, “hag 
convinced me that your greatest neeg 
is to apply more imagination to ag. 
vertising. Too many utilities are 
satisfied with placing an illustration 
of an appliance in a newspaper with 
a mere listing of prices. This type 
of advertising does an inefficient jo) 
of selling, in the first place and, sep. 
ondly, it contributes nothing what. 
ever to the building up of good will, 

“The first and most important job 
to be done is to tell the public what 
the utility is and what it does. It ig 
time that utility advertising be done 
with complete frankness, candor and 
honesty. It must also be intelligent, 
It is not enough to be forthright if 
the public finds your forthrightness 
dull reading. You must study and | 
learn the psychology and the temper 
of your public before you can con. 
vince them you are worth listening 
to. 

“The necessity for advertising in 
the field of utility appliances cer. 
tainly needs no justification or ex 
cuse. Without advertising, it would 
have taken twenty years to sell as 
many automatic refrigerators as have 
been sold in the last five years. The 
washing machine, the electric clock, 
the iron, the toaster and many other 
appliances would still be curiosities. 
Advertising can do the pioneering 
job. The trouble is that there is so 
little of it, and that so much of what 
there is, is ineffective. 

“The utilities do not need a cure 
all or a strikingly new idea. What 
they do need is to raise their promo 
tional activities to a reasonably high 
level. When this is done the indus 
try will begin to capitalize upon its 
possibilities for appliance sales, load 
building and good will.” 


Advertising Club 
Officer Wins Suit 


A motion for a directed verdict for 
the defendant in the trial of a $12, 
250 damage suit brought against B. 
M. Lippman, former president of 
Hibbing, Minn., Advertising Club, by 
Bertha Flynn, Minneapolis, was 
granted in the district court last 
week. 

Miss Flynn charged Lippman with 
false arrest as the signer of a wal: 
rant charging her with violation of 
the Hibbing peddlers’ ordinance, the 
passage of which was sponsored by 
the local advertising club. 


“Open Road for Boys” 


Sells Front Cover Strip 


With its July issue, Open Road for 
Boys Magazine has launched what is 
believed to be an innovation in con 
sumer magazines, by the publication © 
of an advertisement, three-quarters — 
of an inch deep, across the top of | 
its front page. The space was used | 
by Curtiss Candy Company. 

The rate for the strip, which was 
formerly used for the publication of 
announcements, is $1,000 if bought 
separately, or $840 if bought in con- 
junction with a six-page schedule. 


Chappel Promotes 
Ken-L-Ration Week 


July 10-15 will be Ken-L-Ration 
week, an annual sales event spon- 
sored by Chappel Bros., Rockford, 
Ill., makers of the dog food. 

In addition to copy in 15 national 
magazines and over an NBC net- 
work, much special display material 
is being supplied to dealers. 


Reichart Joins Hubbard 


W. B. Reichart, formerly manager 
of Fort Worth, Tex., Retail Grocers 
Association, has joined Hubbard Ad 
vertising, Inec., Fort Worth, as ac 
count executive, specializing in food 
accounts. 
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July 1, 1933 ADVERTISING AGE 


NATIONAL ADVERTISERS 
COVERING CLEVELAND BY 
OUTDOOR ADVERTISING 


ATLAS BREWING 
ANHEUSER-BUSCH 
BLATZ BEER 
LUCKY STRIKE 
CAMEL 
CHEVROLET 
COCA COLA 
MAXWELL HOUSE 
POST TOASTIES 
STANDARD OIL COMPANY OF OHIO 
NATIONAL DAIRY PRODUCTS 
KELLOGG’S CORNFLAKES 
JANTZEN SWIM SUITS 
C W BRAND COFFEE 
CHASE & SANBORN 
HIRES ROOT BEER 
GRENNAN CAKES 
AC SPARK PLUG 
GULF REFINING , 
KELLOGG’S PEP 
BAYUK CIGARS 
A & P COFFEE 
UNGUENTINE 
KENDALL OIL 
BOND BREAD 
PLYMOUTH 
MOBILGAS 
WRIGLEY’S 
US TIRES 
LEE TIRES 
SUNKIST 
CLOROX 
i SHELL 
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Over *60,000,000 Will Be 


Released in Cleveland Next Month 


Bis most of it will be spent immediately! 
For business is good in Cleveland today—and 
it is bound to leap ahead with the release of 
this tremendous amount of money from the 
Union Trust Company and Guardian Trust 
Company—closed since February. 


Even with these two large banks “tied up” 
Cleveland has been forging ahead remarkably 
fast—as this great market was bound to do 
with its tremendous diversity of industry. But 
the release of these funds shortly after July 
first is certain to make the Cleveland market 
one of the busiest buying districts in America 
this summer. 


You .can obtain complete coverage of this ex- 
ceptionally concentrated Cleveland market at 
surprisingly low cost, if you cover it with Out- 
door Advertising the Central way. For Outdoor 
Advertising is the one inescapable medium—the 
quickest, surest force for immediate sales results. 


Write today for the Central Plan for your business. 
THE CENTRAL OUTDOOR ADVERTISING CO., Inc. 


New York -* Cleveland ++ Toledo ++ Chicago 
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NEED FOR TRUTH 
IN ADVERTISING 
TOLD BY CAPPER 


Self-Regulation Still Most 
Important, He Says 


Grand Rapids, Mich., June 28.—It 
is preposterous to believe that ad- 
vertising will be relegated to “the 
limbo of obsolete processes and 
worn-out tools” because of the op- 
eration of the national industrial 
recovery act, Senator Arthur Capper, 
publisher of Capper’s Farmer and 
other farm publications, told the 
general session of Advertising Fed- 
eration of America here today. 

Government may develop much 
regulation of industry, he said, “but 
so long as man is an individual he 
will demand not only direction in 
finding what he wants but he will 
also welcome introductions to new 
commodities, new methods and new 
ideas. And he will depend upon ad- 
vertising to direct him to such 
things.” 


Turning to a specific discussion of 
his assigned topic, “The Importance 
of ‘Truth in Advertising’ in a Chang- 
ing World,” Senator Capper said, 
“I’m for it. In a changing world or 
static world, truth is an inherent 
quality of advertising. Advertising 
is telling the truth about a com- 
modity or a service. The man who 
tells an untruth isn’t advertising; 
he is just lying. 


Final Effect Is Fatal 


“Advertising mixed with untruth 
and misrepresentation is an adulter- 
ated, spurious product. It is dena- 
tured, and like other denatured 
products is deadly. It may for the 
moment seem to have a kick, but 
its final effect is fatal. It is a busi- 
ness wrong because it deceives and 
defrauds the public. But the evil it 


does lives after it; it breaks down 
confidence and weakens the effect of 
all advertising. 

“Therefore we insist upon truth 
n advertising for two imperative 
reasons; first, for the protection of 
the public; and second, for the pro- 
tection of advertising and advertis- 
ers. As citizens we believe that the 
public should be protected from 
crooks and rascals—that the public 
shall not be fleeced and robbed by 
the unscrupulous. As business men 
we are determined that an agency 
of business so powerful and useful 
as advertising shall not be degraded 
and destroyed by vicious misuse. A 
;dollar spent with a crook leaves a 
‘dollar less for legitimate business: 
but worse than that, a man deceived 
by an advertisement becomes sus- 
picious of all advertising; legitimate 
business not only loses the dollar 
the crook got, but loses a potential 
customer. 

“With this idea in mind I have 
introduced into congress a bill based 
upon the Printers’ Ink model statute 
—already adopted in substance by 
25 states—which provides a heavy 
penalty for the dissemination of an 
advertisement which contains any 
assertion, representation or state 
ment of fact which is untrue, de- 
ceptive or misleading. The purpose 
is to facilitate and to make more 
certain the elimination of the para- 
sites who prey upon the public and 
upon legitimate business. 


Sounds a Warning 


“I introduced this bill because I 
believe that advertising—if we un- 
derstand and appreciate its real 
function in our economic system— 
is an indispensable factor in our 
commercial life. But like every other 
good thing, it may be easily per- 
verted to a harmful end. Unscru- 
pulous men forge checks, but we do 
net, therefore, abolish our whole 
banking system. Instead we en- 
deavor to protect the public and the 
commercial world from forgers. Ad- 
vertising is ‘a check’—a promise to 
give value to the purchaser—and it 
must have thrown about it the same 
protection that we give to a check 
drawn upon a bank of deposit. Our 
whole business structure rests upon 
the credit of the business men of 


The World-Herald’s 


nity and educational 


Links 


“Something Extra” 


on the Ball! 


Omaha’s HOME newspaper. 


Here are a few of the activities sponsored 


by the Omaha World-Herald: 


COMMUNITY BUILDING 


dren. Highway beautification, planting miles 
of hollyhocks. Empire Exposition, attracting 
thousands annually. 
organization, helping 5,000 families yearly. 
Food shows, Mfgr. shows, exhibits, etc. 


EDUCATIONAL State and national spell- 


High School honor students. 
zen’s Contest in cooperation with American 
Legion, 52 awards for personality, intelli- 
gence and health. 


COMMUNITY RECREATION 


day theatre party to 3,000 children. 
Golf Tournament, 
Grade school baseball league. Annual Field 
Day for 5,000 school girls and boys. 


ezm CIRCULATION 
ezm Local, ational and 
Classified ADVERTISING 


leadership in commu- 
affairs has made it 


Fresh Air Camp for 
undernourished chil- 


Christmas Goodfellows 


$2,200 to 
Young Citi- 


ing contest. 


Month- 
ly birth- 
Muny 


600 competing. 


OMAHA WORLD-HERALD 


Nebraska's HOME Hewspaper 


O'Mara & Crmsbee, Inc., National Representatives 
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PLAY PROMINENT PART IN A. F. 
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Ruth Lichtenberg, WWJ, Detroit; May Vander Pyl, president, 


America. Our whole commercial 
structure, with which you gentlemen 
are so greatly concerned, rests upon 
the creditability of our advertising. 
Destroy that, and you wreck our 
whole structure. 

“All this is obvious. But I insist 
that it is not one of those obvious 
things that ‘nothing can be done 
about.’ We can do something about 
it. And I believe the federal govern- 
ment—without establishing an un- 
democratic censorship—can aid hon- 
est men and honest advertisers in 
keeping clean one of the greatest fac- 
tors of modern business. I believe 
legislation such as is embodied in 
the bill I have introduced is needed, 
not only to protect the honest ad- 
vertiser from crooks, but also to 
protect him from a censorship an- 
tagonistic to our democratic philos- 
ophy. 

Still Much to Be Done 


+-“But I want-to say that such a law, 


if enacted, is only one step toward 
the correction of a great and glaring 
evil. Law will not ‘make men hon- 
est’—it can only protect honest peo- 
ple from dishonest men. It falls 
down and is of no avail, unless it is 
backed by a dominating sentiment 
in its favor. The iniquities of busi- 
ness—and we are compelled to ad- 
mit they are many—exist and persist, 
not from lack of law, but because we 
ourselves wink at them. The usual 
practices of business in any society 
are but the reflection of the moral 
tone of that society. 


“So I say that truth in advertising 
will be maintained in this changing 
world, to just that degree that we 
advertising men demand and prac- 
tise truth. Law can do something; 
but in the end it is up to you.” 


Pointing out that the time has 
come when many of the opinions of 
the relations existing between busi- 
ness and the public must be revised 
in the light of a realization that the 
rights of the public are paramount, 
Senator Capper said that while the 
various advertising, publishing and 
similar organizations have done 
good work in behalf of honest ad- 
vertising, the job is far from com- 
plete. 


Advertising Must Do Work 


“Indeed, I am afraid that we have 
slipped back a little in these times 
of desperation,” he said. “But, none- 
the-less, we are not yet ready to 
turn this powerful agent of com- 
merce and civilization over to the 
tender mercies of a bureau in Wash- 
ington or in our state capitol. We 
have maintained a free press with- 
out the blight of governmental cen- 
sorship for 150 years; the time has 
not yet come when the voice of busi- 
ness shall be uttered only through 
a bureaucratic muzzle. But I warn 
you that that time will come speed- 
ily unless advertising exerts itself 
to the utmost in bringing about more 
wholesome conditions.” 

Pointing to the many activities 
launched by the advertising world, 
such as the formation of the Adver- 
tising Review Committee, to aid in 


bettering advertising, Senator Cap- 


would be done along this line. 
Sees Radical Changes 


“IT cannot subscribe to the idea 
that our social and economic system 
has outlived its usefulness and must 
be entirely discarded,” he said in 
conclusion, “but I am convinced that 
the break-down is not a casual, pass- 
ing accident that may be easily re- 
paired. The smash-up calls for a 
thorough overhauling. And that in 
turn calls for a re-examination of 
our whole philosophy of business. 
Advertising, as an integral part of 
business, cannot escape that re-ap- 
praisal. It must be made to fit into 
a revised and readjusted economy. 
It is obvious that a stricter regard 
for accuracy, for truth, for fair-deal- 
ing, must be one of the basic factors 
of that readjustment. Changes are 
inevitable—unescapable. If we of 
the publishing and advertising fra- 
ternity are wise, we will meet these 
changes more than half-way.” 


Associated Outdoor 


Acquires Competitor 

Associated Outdoor Advertising 
Company, Long Beach, Cal., has an- 
nounced that it now owns the entire 
posting plant and a part of the 
painted bulletin displays operated 
since November, 1932, under the 
name of Sampson & Perrin. 

Mr. Sampson still has painted bul- 
letin displays in Long Beach under 
the name of Sampson & Perrin, and 
operates in competition with Associ- 
ated Outdoor. 


Earl A. Rogers Joins 


Tyson Organization 

Earl A. Rogers has joined O. S. 
Tyson & Co., New York, as account 
executive with Tyson-Rumrill Asso- 
ciated, the agency’s Rochester 
branch. 

Mr. Rogers came from the adver- 
tising department of the Bausch & 
Lomb Optical Company, Rochester. 
Prior to making that connection five 
years ago, he was in the copy service 
department of Jron Age in New 
York. 


Hamlen Honored 

Joseph R. Hamlen, vice-president 
in the Boston office of Albert Frank- 
Guenther Law, Inc., received the de- 
gree of Master of Arts from Harvard 
University at the recent commence- 
ment exercises. A graduate of the 
class of 1904, Mr. Hamlen has long 
been active in the affairs of the Har- 
vard Alumni Association. 


Thompson Promoted 


Arthur W. Thompson, assistant 
sales manager of Red Top Steel Post 
Company, has been named _ sales 
manager of that company, succeeding 
Luther H. Atkinson, who recently re- 
signed to become general sales man- 
ager of Wood Conversion Company, 
Cloquet, Minn. 


Gets Tire Account 


Commercial Tire Company, Seattle, 
Wash., Goodyear dealer, has placed 
its advertising with the local office 
of Erwin, Wasey & Co. 


—>= 


Establishment 
Of U. S. Travel 


Bureau Sough 


Grand Rapids, Mich., June 29_ 
Following a speech in which Charlie 
F. Hatfield, general manager, gy 
Louis Convention and Publicity p), 
reau, and president, American Con. 
munity Advertising Association 
urged the establishment of a travel 
bureau in the Bureau of Foreign ang 
Domestic Commerce of the Depay, 
ment of Commerce, a_ resolutig, 
along this line was adopted by th 
association and referred to the reg 
lutions committee of the A. F. A, ty 
action by that body. 

The travel bureau’s main fun. 
tions, as outlined in the resolution 
would be to serve as a governmer 
clearing house for domestic traye, 
and to encourage, promote and i 
velop travel in the United States }y 
foreigners. 

At the final session of the Con 
munity Advertising Associatig, 
Tuesday afternoon, Mr. Hatfield wa 
re-elected president; H. J. Gray, se 
retary, Michigan Tourist Associa 
tion, Grand Rapids, was named vice 
president; and Don E. Mowry, Sear, 
Roebuck & Co., was re-elected secre 
tary. 

Sees More Advertising 


In his report, Mr. Mowry indicatej 
that although much of the comm. 
nity advertising throughout th 
country has been abandoned or seri- 
ously curtailed because of busines 
conditions, programs will again bh 
launched by many communities a 
soon as the farm and industrial re 
covery programs begin to have the 
effect expected of them. 

Others who spoke at the session 
of this group on Tuesday included 
Homer J. Buckley, Buckley, Dement 
& Co., Chicago, who outlined the 
task of publicizing A Century 
Progress; E. H. McReynolds, direc 
tor of publicity-advertising, Missouri 
Pacific Lines, and president of Ad 
vertising Club of St. Louis, who toli 
how railroads are aiding in the at 
vertising of many communities; Dr. 
William J. Showalter, chief of the re 
search division, National Geographic 
Magazine, and George Bishop, ger 
eral manager, Michigan Century of 
Progress Commission. 


Offers Advertisers 
Direct Mail Guide 


The United States Envelope Com 
pany, Springfield, Mass., has pub 
lished a new mailing guide for free 
distribution to advertisers. 

In addition to an outline of rate 
and regulations effective July 1, the 
guide contains eight suggestions for 
advertising mail and an indicia guide 
for third class which illustrates the 
various types of mailing pieces per 
mitted in this classification. 


H. L. Hodgson Resigns 
Position with Ayer 


H. L. Hodgson has resigned his pt) 
sition as vice-president in the New 
York office of N. W. Ayer & Son 
Inc., without announcing future 
plans. 

He has been with the agency }!_ 
years, serving as manager of the: 
Boston office until two years ago, 
when he came to New York to take) 
charge of radio broadcasting activi 
ties. 


Is Representative 
J. A. Kennedy, 541 Lexington Ave, 
New York, has taken over represel 
tation of Farm Machinery and! 
Equipment and Better Farm Equift 
ment and Methods, published by Mit 
land Publishing Company, St. Louis. 


Named by College Papers 


Midwest College Publications, 
newly organized group of papers al 
middle western universities, has 
named College Publishers’ Represel 
tative, Inc., as exclusive national ad 
vertising representative. 


Represents “Polo” 


Effective Aug. 1, Polo Magazine, 
New York, will be represented on the 
west coast by Hallett E. Cole Com 
pany, with offices in Los Angeles and 
San Francisco. 
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Cth new vision and new leadership 


NATION dormant and discour- 
aged suddenly comes to life. 
Inspired by the courage and driving 
force of a new leader optimism flares 
overnight. A great populace, too long 
idle and despondent, becomes busy, 
active, happy again. Since President 
Roosevelt delivered his inaugural, 
nearly 2,000,000 men have gone back 
to work. News, big news, epoch mak- 
ing news flashes over the wires. His- 
tory—vital and significant—is in the 
making. 

To sort that news, assimilate it, 
remove the chaff from the grain, and 
give thoughtful Americans significant 
opinions regarding it, is the task set 
The Literary Digest. To do it quickly, 
comprehensively, and with unbiased 
candor, that the knowledge may be 
of value in the feverish days of re- 
covery, is the pledge we make to more 
than three million readers. 


It is a time for action, for clear 
vision, for a sure, capable hand at the 


_ helm. A new editor—Arthur Stimson 


Draper—relinquishes his post on one 
of the world’s greatest ‘newspapers 
and takes command. He adds to his 
staff a group of America’s ablest 
journalists. 

Fundamental policies remain un- 
changed. The Literary Digest con- 
tinues to quote: and publish wide- 


spread opinion on all sides of the day’s- 


news—expertly edited—ably pre- 
sented. But in the spirit of the times, 
original features, new departments 
appear, edited for the millions of 
thinking Americans who look to the 
Digest for dependable knowledge of 
the world’s activities. 

The Literary Digest, America’s 
great national weekly, moves on with 
the nation. 


And for advertisers... 
New opportunities 


URING the worst depths of the de- 

pression, The Literary Digest pro- 
duced amazing records for advertisers 
—records of tangible sales, of buying 
power and enthusiasm that led to trace- 
able, dollars-and-cents results. Verified 
accounts of these results are reaching ad- 
vertising men every month—proof that a 
little money goes a long, long way in The 
Literary Digest. 

Now with business briskly rallying, 
with dollars reappearing, with the “great 
national news weekly” promptly in step 
with the new tempo—a Literary Digest 
campaign will go farther, do more! The 
Digest audience has money to spend now. 
Come and get it! 


The LITERARY DIGEST is recording 
the Re-Birth of a Nation 
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Heads Duluth Club 


Donald M. Bellows has been 
elected president of Duluth, Minn., 
Advertising Club, succeeding Frank 
Gravelie. P. James Barry was 
named vice-president; S. K. Duff, sec- 
retary, and J. J. McGenty, treasurer. 
Muriel Nelson, retiring secretary, 
Mr. Gravelie and Mrs. 8S. K. Gib- 
bons were elected directors, 


Archibald MacNab, 
Magazine Rep, Dies 

Archibald MacNab, western repre- 
sentative of Music Trades, New 
York, and a former member of the 
staffs of St. Louis Globe-Democrat 
and the old Chicago Chronicle, died 
in Chicago June 25. 

He was 60 years old. 


Creates “Aces Up” 


Flying Aces Magazine has created 
Aces Up, a new sales character who 
will encourage patronage of the pub- 
lication’s advertisers among readers. 
Aces Up is an offspring of John A. 
Level, who has launched several 
successful mythical characters. 


Names Simpson-Reilly 

Chain Store Management, Chicago, 
has named Simpson-Reilly of San 
Francisco and Los Angeles as its 
Pacific coast advertising representa- 
tive, effective July 19. 


Complete Novels 
to Be Published 


in Tower Papers 


New York, June 29.—lIllustrated 
Love Magazine and Mystery Maga- 
zine, publications of Tower Maga- 
zines, Inc., will each include a “$2 
book length novel” in addition to all 
other regular stories and features, 


in each issue, effective with August 


issues. 

The first issues of both these pub- 
lications contained this unusual fea- 
ture, but production difficulties made 
it necessary to eliminate it tempo- 
rarily. Now the novel will be printed 
on a special insert, and will be a 
regular feature of both publications. 

Mystery Magazine's first book- 
length novel will be “The Secret 
Seven,” by Richard Essex. Jllustrated 
Love Magazine will start off under 
the new policy with “The Men in 
Her Life,” by Vernie Connelly. 


Outdoor Meeting 


The Outdoor Advertising Associa- 
tion of Pennsylvania will hold its 
annual meeting at the Americus Ho- 
tel, Allentown, July 10-11. 


R. P. F. Gets Right to 
Ricordi Music List 


Radio Program Foundation, spon- 
sored by National Association of 
Broadcasters, has acquired the Amer- 
ican “air rights” to the 123,000 com- 
positions contained in the catalog of 
G. Ricordi & Co., Milan, Italy. The 
Foundation has the right to grant 
sub-licenses to all broadcasting sta- 
tions in the United States. 

Acquisition of the rights to this 
eatalog is considered an important 
step in the war which N. A. B. is 
waging against American Society of 
Composers, Authors and Publishers. 


New Indiana Daily 


The Terre Haute, Ind., News, hith- 
erto published as a weekly, is now 
being issued as a daily. A. J. Jewett 
is editor and publisher. 


Has Cantilever Shoes 


Orthopedic Shoes, Inc., New York, 
has appointed Hirshon-Garfield, Inc., 
New York, to direct the advertising 
of Cantilever shoes. 


Cook Buys Paper 
H. E. Cook, for six years with the 
Louisville Courier-Journal and 
Times, has purchased the News-Dis- 
patch, St. Paris, O., from L. E. 
Brown. 


it is here. 


Beer and wine legalization, salesmen going on the road, 
the World's Fair and the increase in tourist traffic it is 
creating—all these have resulted in materially increased 
business for the hotel industry and in profits that will now 
go back into NEW equipment, NEW furniture and dec- 
orations, everything "NEW" that's needed to modernize 
and bring their establishments up to date. Add to this 
the $100,000,000 Hotel and Institutional Field Building 
Program that the newspapers from coast to coast have 
heralded—and you'll know why the leading manufacturers 
of the country are already sending in their space reserva- 
tions so that they'll BE THERE when hotel, restaurant and 
club executives are READY TO BUY! 


Make sure of a choice location for YOUR exhibit by 


reserving space NOW! 


For full particulars address NATIONAL HOTEL EXPO- 
SITION, GRAND CENTRAL PALACE, NEW YORK. 


48,000 Customers With Money to Spend 
Will Await You at the 18th Annual 


Hotel Exposition 


Every year more than 48,000 hotel, club, restaurant, 
school, college, hospital, institution, steamship and dining 
car executives click past the turnstiles of Grand Central 
Palace—on their way to the MARKET-PLACE OF THE 
HOTEL AND INSTITUTIONAL FIELD. This year these 
executives—the men whose "'yes'’ or ''no"’ means SALES 
—will have real money to spend. 
dustries are anticipating "New Deal" Prosperity—the 
hotels, clubs and restaurants of the country KNOW that 


For, while other in- 


[Sin 


ANNUAL 


NATIONAL HOT 
EXPOSITION 


NOVEMBER 13™7017™ 1933 


GRAND CENTRAL PALACE | 
New York 


Under Auspices of N. Y. State and 
New York City Hotels Ass'n. 


UNBIASED VIEW 
CALLED CRYING 
RESEARCH NEED 


‘Multiple Correlation” 
Hailed by McGarry 


Grand Rapids, Mich., June 27.— 
What would happen to the research 
man whose report discredited the 
product which was paying for his 
work? 

This interesting question was pro- 
pounded before the divisional meet- 
ing of research, Advertising Federa- 
tion of America, by E. D. McGarry, 
department of marketing, University 
ot Buffalo: 

Dr. McGarry made the point that 
too little market research of today 
is truly based on an impartial and 
scientific viewpoint, and that more 
real science must be employed if such 
surveys are to have any great value. 
Colleges already have done much to 
bring this about, he said, and must 
do more in the future. 

“The very life of business organ- 
izations depends on profits,” he said. 
“Research men are often employed 
in advertising not so much to find 
facts and principles as to secure a 
sales argument which will convert a 
client. 

“The fact that these research men 
are often required to produce a profit 
tor their firms is almost bound to 
prejudice their results. There tends 
to be an axe to grind, and too often 
ihe advertising executive under- 
stands so little about scientific 
method that he uses pressure to 
secure results which will be profit- 
uble regardless of their scientific ac- 
curacy.” 


Not Always Scientific 


This has resulted in a flood of 
advertising describing “scientific” 
methods, Dr. McGarry said. Many 
who test these products feel, how- 
ever, that they are neither scientific 
nor effective. 

To show the waste in such meth- 
ods, the speaker said that some years 
ago an effort was made to discover 
what publishers thought of the an- 
alyses made by agencies for sales 
campaigns. 

“As I recall it,” he said, “an over- 
whelming majority of the publishers 
stated that they put little credence 
in such analyses. I have sometimes 
wondered what would have been the 
result had the agencies been asked 
what they thought of analyses made 
by publishers. To complete the pic- 
ture, advertisers might have been 
asked what they thought of both of 
the other analyses.” 

Due to complexity of economic 
data, simple measures of particular 
factors are often misleading, Dr. Mc. 
Garry said. For instance, in Buffalo 
about 55 per cent of all families had 
radios in 1929. In the lowest rent 
district, only 18 per cent had radios, 
while in the highest rent district 82 
per cent had them. 

“Obviously there is a relationship 
between rents and radio ownership, 
but what these averages do not show 
is that the relationship is not con- 
stant,” he said. “By using a line ot 
regression we find that among the 
poorer classes there is a fairly defi- 
nite relation between increasing in- 
come and increasing radio owner- 
ship. 

“But after a certain income level 
is reached practically all districts 
show about the same percentage of 
radio ownership. It is evident that 
some measure other than a simple 
average must be used to show this 
changing relationship. 


Getting True Picture 


“Many factors besides income af- 
fect radio ownership in Buffalo. 
There are interrelationships between 
literary, racial background, size of 
families and income. How can such 
complexities be untangled?” 

He gave this formula, developed by 
Donald Cowan, of Swift & Co., in his 
study of “The Consumption of a 


— >= 
Product by Different Classes ang» 
Different Times:” 

“The importance of various 

ences upon the rate of consumptiq, 
may be separated and measured 
a partial and multiple correlation, j, 
cluding curvilinear adjustments ang 
subject to its limitations. . 
a result of those measurements, qi. 
grams may be drawn showing t, 
per capita rate of consumption as. 
sociated with given values of ea 
influence, other influences in th 
study remaining constant.” 

Dr. McGarry continued: 

“Dr. H. L. Moore, of Columbia Upj. 
versity, who was one of the first tp 
apply the technique of multiple ¢o,. 
relation to economic data, has sgajj 
that ‘no matter what may be the 
number of factors in the economi 
problem, multiple correlation j 
especially fitted to make a quantitg. 
tive determination of their relatiy, 
strength. 

“It begins with concrete reality 
in all of its natural complexity anj 
proceeds to segregate the importa 
factors, to measure their relatiy 
strength, and to ascertain the lays 
according to which they produce 
their joint effect.’” 

Speaking for himself, Dr. McGarry 
said: 

Opens New Possibilities 


“I believe this is the outstanding 
development in the application of 
scientific methods to advertising ani 
marketing in recent years. The de 
velopment of this technique for han. 
dling mass data concerning market. 
ing should enable us to study our 
problems with a degree of accuracy 
never before thought possible.” 

He concluded by assigning these 
tasks to the country’s colleges: 

1, They should be able to develop 
techniques in scientific methods 
which may be applied to advertising 
problems. 

2. They should be able to supply 
excellently trained personnel for re 
search departments in advertising 
firms. 

3. They should critically examine 
the output of such departments, and 
thus develop a stronger scientific 
basis for the work. 

4. They should teach future busi- 
ness executives the necessity for 
scientific work in advertising, and 
inculcate in them more tolerance and 
appreciation for the scientific atti- 
tude. 

5. They should teach business 
men the necessity for a sound long: 
time economic and social basis for 
their policies. When this necessity 
is recognized scientific work will be 
come the foundation for permanent 
progress. 

Other speakers at the Marketing 
Research Conference, which was 
presided over by Dean C. E. Griffin, 
school of business administration, 
University of Michigan, were E. T. 
Gundlach, president, Gundlach Ad 
vertising Company, Chicago, and H. 
G. Weaver, General Motors Corpora: 
tion. 

Mr. Gundlach gave an interesting 
discourse outlining numerous pit 
falls in merchandise investigations, 
while Mr. Weaver pointed out the 
necessity for “taking people as you 
find them, and instead of trying to 
change them, changing your product 
instead.” His talk, which was illus 
trated with a number of lantern 
slides, traced the progress of Ameti- 
can industry during the past 50 
years, and gave much of the credit 
for this progress to the fact-finding 
attitude which has developed during 
that period. 


Starts New Agency 


Mrs. Elizabeth Joslin, formerly 
head of Keating & Joslin, Inc., mail 
advertising agency of Bridgeport, 
Conn., which was recently dissolved 
following bankruptcy proceedings, 
has formed Joslin Advertising Serv 
ice at the same address. 


° 


Western Council of 
Four A’s Elects 


Chas. Daniel Frey, of the agericy 
of that name, was elected chairman 
of the western Council, A. A. A. A» 
at a meeting of the board of gover 
ors June 26. 

Chester Foust, Erwin, Wasey & 
Co., was named vice-chairman, and 
M. J. Blair, J. Walter Thompsot 
Company, secretary-treasurer. 
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PROMOTION MEN 
ARE TOLD WHAT 
AGENCIES WANT 


10-Point Program Laid 
Down by Hartigan 


Grand Rapids, Mich., June 29.— 
The talk of Joseph J. Hartigan, vice- 
president of Campbell-Ewald Com- 
pany, Detroit, on “What the Agency 
and Advertiser Want from Promo- 
tion and Research Departments,” 
was a feature of the meeting of the 
Promotion and Research Managers’ 
Association under the chairmanship 
of Jacob Albert, Detroit News. 

Mr. Hartigan, talking at the 
Wednesday morning session of the 
group, gave the slant of the agency 
executive on the promotion and sell- 
ing efforts of newspapers, and ex- 
posed the practical futility of some 
of the practices in this line which 
are almost standard. For example, 
he deprecated the custom of placing 
on the newspaper’s promotion mail- 
ing list the name of everybody in 
the agency, no matter how remote 
or indirect his influence on the plac- 
ing of business might be. 

The result of this, he pointed out, 
referring to specific instances in his 
own organization, is the receipt of 
as many as two dozen identical 
pieces of matter in one agency, fre- 
quently on an immaterial point, 
bearing the names of people no 
longer connected with the agency. 
The wastebasket gets practically all 
of this, especially when the material 
bears on minor or purely competi- 
tive points. 


Urges Use of Advertising Press 


He urged strongly that the news- 
papers use the publications read by 
the advertising fraternity. Without 
mentioning any by name, he made 
the obvious suggestion that the 
proper papers to carry the advertis- 
ing of newspapers are those read by 
advertising men, and this is not dif- 
ficult to discover, he said. 

An excessive amount of direct-mail 
promotion matter is received on 
Monday morning, according to an 
ancient custom, and he declared that 
there is too much for any media or 
account man to read, especially if it 
isnot important. The agency craves 
information, but it should be on sub- 
stantial matters relating to the char- 
acter of the paper and its readers, 
and not on narrow competitive 
points. 

Promotion matter stressing small 
gains in lineage is not interesting, 
he suggested, but market material is 
always desirable, especially if it is 
apparent that figures are not being 
twisted to suit the newspaper’s spe- 
cial purpose. Also, he urged that 
attacks on the accuracy and value of 
A. B. C. statements be eliminated, 
since agencies almost without excep- 
tion have found it safe to rely on 
A. B. C. material, and give little at- 
tention to attacks made for competi- 
tive reasons. 


Gives Ten Points 


Mr. Hartigan summarized his ad- 
vice in ten points, as follows: 

1. Promote the use of newspapers 
as a whole, not narrowly, as after- 
hoon vs. morning papers. 2. Con- 
tinue individual promotion efforts 
along intelligent and helpful lines. 
3. A permanent salesman’s name in 
every buyer’s file is very important, 
as a source of trustworthy informa- 
tion familiar to the buyer. 4. In- 
clude advertising trade publications 
in your advertising scheme. 5. Re- 
fer in your advertising and promo- 
tion material to your own proposi- 
tion and forget the competition. 

“6. Fewer and better mailings; 
there is no necessity of regular mail- 
ings every week or every two weeks 
unless the situation calls for it. 7. 
Revise mailing lists so that names 
are down to date; agencies will 
Sladly assist in this. 8. Time mail- 


tion. 9. Give the man you are ad- 
dressing credit for average intelli- 
gence, and don’t attempt to mislead 
him by twisting facts or asking for 
false conclusions, since this defeats 
its own end. 10. Don’t attack the 
A. B. C., but cooperate with it, since 
agencies have learned to rely on A. 
B. C. circulation statements. 
Vaughan Weidel, promotion man- 
ager of the New York World-Tele- 
gram, was unable to be present to 
discuss “The Value of Salesmen’s 
Presentations,” and the meeting ad- 
journed after Mr. Hartigan’s address 
had been discussed. 


Other Speakers 


The sessions of the Promotion and 
Research Managers group were held 
Monday afternoon, and Tuesday and 
Wednesday mornings. William Ash- 
ley Anderson, associate director of 
copy for N. W. Ayer & Son, opened 


the Monday session with an inter- 
esting discussion of what makes a 
newspaper useful to an advertiser. 

He pointed out that character is 
essential in newspaper publishing, 
and said that a newspaper must en- 
joy the confidence and esteem of its 
readers if it is to be of value to 
advertisers. 


Tuesday Session 

Following Mr. Anderson’s talk, D. 
A. Sullivan, promotion manager, 
Pittsburgh Press, led a discussion on 
“Service for Advertisers.” 

The Tuesday session was devoted 
to talks on “The Relation of the De- 
partment Manager to the Promotion 
Department,” by Benjamin Wood, 
national advertising manager, Cleve- 
land Press, and “Lineage Analysis— 
Its Use and Abuse in Newspaper Pro- 
motion,” by George Benneyan, pro- 
motion manager, New York Sun. 


Form Allied Newspapers 


of Washington State 


Allied Newspapers of Washington, 
a cooperative organization, was 
formed in Seattle this week at a 
meeting of editors and publishers of 
dailies from 20 cities. Officers elected 
were: 

Harry B. Averill, publisher, Mount 
Vernon Daily Herald, president; Her- 
bert Campbell, publisher, Vancouver 
Columbian, vice-president; John Jes- 
sup, editor, Bremerton News-Search- 
light, secretary; members of the ex- 
ecutive committee, J. C. Kaynor, pub- 
lisher, Ellensburg Record; Albert 
Johnson, publisher, Grays Harbor 
Washingtonian; and Leonard Diehl, 
joint publisher, Everett News. 


Names Aitkin-Kynett 
Automotive Equipment, Inc., Long 
Island City, N. Y., has placed its ad- 
vertising with Aitkin-Kynett Com- 
pany, Philadelphia. 


To Consolidate Sales 
Promotion Activities 


E. D. Madden, for several years 
manager of sales promotion for Ket- 
terlinus Lithographing Manufactur- 
ing Company, will join McCann- 
Erickson, Inc., as head of the de- 
partment of sales promotion and 
point-of-sale advertising. Howard 
Korman and L. W. McCarger will be 
associated with him. 

The three have worked together as 
a unit on this type of work for sev- 
eral years. 


Closes Coast Office 


With the transfer of C. M Seymour 
to New York, the San Francisco of- 
fices of Fuller & Smith & Ross have 
been closed indefinitely. The office 
had been handling the accounts of 
California and Hawaiian Sugar Re- 
fining Corporation and Hawaiian 
Pineapple Company. 


ings so as to secure maximum atten- 


During the month of May, Louisville automobile 
dealers sold 733 cars, 147 of which were bought dur- 
ing the last four days of the month. Seventy per cent 
of these sales were spot cash transactions. 


A local dry goods wholesaler and a national food 
manufacturer report the healthy business condition 
which exists throughout the territory served by The 
Courier-Journal and The Louisville Times. The 
wholesaler states that he is enjoying a 46 per cent 
increase in his business in this section over that of last 
May and the food manu faeturer cites a recent increase 
of 59 per cent over his normal business in this market. 


These are a few of the reasons why Louisville and its 
market, Kentuckiana, are ranked by business authori- 
ties as one of the outstanding “Good Business” spots 


Business 18 GoopD 
IN LOUISVILLE! 


USINESS CONDITIONS in Louisville and its 
market, Kentuckiana, are reflected in the follow- 
ing figures: . 


-_ a ——- 


of the Nation. 


This territory can be effectively reached and sold at 
a single low cost by concentrating your advertising 


message in a single medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Mayor Market Newspapers, Inc. -:- Audit Bureau of Circulations 
REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 
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SUPERVISION OF 
RETAILERS’ COPY 


Appel Advocates Less Copy, 
Higher Rates 


Grand Rapids, Mich., June 29.— 
“Regulation of advertising, under 
codes prepared by trades and indus- 
tries, as called for in the national 
recovery act, is impossible without 
supervision of copy. These codes 
only pass judgment on misleading 
and unfair advertising after it is 
made public; and then only after 
long delay. What is needed is super- 
vision of some sort before publica- 
tion.” 


That is the contention of Joseph 
H. Appel, John Wanamaker, New 
York, and member of the board of 
directors of Advertising Federation 
of America, set forth in a talk be- 
fore the meeting of Retail Adver- 
tisers Conference here yesterday. 

Pointing out that the war against 
censorship has been fought primar- 
ily against ecclesiastical and politi- 
cal censorship, Mr. Appel declared 
that “supervision of advertising is 
not censorship of that nature, es- 
pecially if it is by mutual agree- 
ment.” 

“In New York City we already 
have newspaper supervision of local 
advertising copy,” he said, “and in 
my judgment it is doing a fairly 
good job, so far as it goes. But it 
should become a unified supervision 
of all the newspapers acting jointly, 
instead of individually, as they are 
now acting. With each paper hav- 
ing a representative.on the commit- 
tee and all accepting the commit- 
tee’s verdict, the control would be 


“Perhaps there might be an ad- 
vertising editor, as there is now a 
news editor, a sports editor, etc., to 
keep the paper in proper balance. 

“In cities where Better Business 
Bureaus exist, supervision might be 
delegated to them,” Mr. Appel con- 
tinued. “Newspapers now hold mem- 
bership in these organizations, and 
merchants also are generally repre- 
sented in their management. There 
would then be a still more mutual 
control and regulation. Furthermore, 
codes of advertising practice have 
been adopted by Better Business Bu- 
reaus and accepted by most mer- 
chants, which would be the basis of 
regulation. 


“National advertisers have set up 
supervision in the form of a Board 
of Review, but here again there will 
be delay in making practical appli- 
eation of advertising codes to indi- 
vidual cases. This Board might well 
ask the magazine publishers to set 
up a unified supervision to function 
under their direction and according 
to their codes in the national field, as 
some New York City newspapers are 
now functioning in the local field. 


Not Censorship 


“All this would be supervised reg- 
ulation, and not censorship. 


“Radio advertising has supervision 
of a kind. But because it is spoken 
and not printed it needs even a 
stricter supervision than visible ad- 
vertising to prevent the many mis- 
leading and unfair statements and 
impressions that violate the codes 
of advertising in force for the printed 
word. Some of the most flagrant 
misuse of advertising has been over 
the radio, which needs to set its 
house in order to conform to the 
spirit of the recovery act.” 

Turning to a discussion of the 
proposed limitation of advertising 
being considered by the National Re- 


tail Dry Goods Association, Mr. Ap- 


George W. Kleiser, Foster & Kleiser, 
San Francisco, who was re-elected 
chairman of the council on depart- 
mental activities and ex officio vice- 
president of the A. F. A. 


pel pointed out that this limitation 
would be based on sales volume, and 
would thus benefit the larger store 
and penalize the smaller one. 


“Perhaps a better way would be 
limitation by the newspapers,” he 
said. “First, for the protection of 
their readers, so that the news col- 
umns would not be over-balanced by 
advertising; second, in fairness to all 
advertisers, giving the small adver- 
tiser more chance against. the large. 


“The practice of one advertiser 
taking from two to 24 pages in one 
newspaper for one day’s sale, no 
matter what immediate returns it 
may bring to the individual store, is 
both uneconomic and unfair under 
the new cooperative plan for the 
good of all business. 


Decries Use of Many Pages 


“If this sort of frenzied advertis- 
ing were ruled out, and advertisers 
were limited to say a page a day, 
they would soon reduce the size of 
their units, in type and illustrations, 
and find the way to produce more 


business per dollar expended; and 


i 


labor 


possible 
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‘MR. ADVERTISER: 


Foster. Kleiser 
— COMPANY — 
Ovtpeor ADVERTISERS 


GENERAL OFFICE 
EDDY AT PIERCE 


June 


BRIDGING THE GOLDEN GATE! 


700 ft. 
miles in length over-all 


using 100,000 tons of steel 
providing 25,000,000 man hours of 


Very truly,yours. 
FOSTER AND|KLEISER 


—Hounced ee gt 
Howard Willoughby 
Director of Sales 


NEW YORK OFFKE «= . 
CHKAGO oo 


OME PARK AVENUE 
OME « WEST WAGGA DRIVE 


SAN FRANCISCO, CAL. 


20, 1933 


One of the two mammoth bridges now being 
built to span San Francisco Bay — the Golden 
Gate Bridge: 


costing $32,077,000.00 
longest clear span in the world by 


This — one of the greatest man-built 
structures of all times - is putting labor 
and money to work in San Francisco now! 


Place your order now for Poster and 
Painted Outdoor Advertising Displays in San 
Francisco to get your share of the added 
business which this enterprise is making 


COMPANY 


crease, the increase would be more 
than absorbed by the increase in 
business which is bound to come 
when the public increases its confi- 
dence in advertising—and this will 
come when advertising is held less 
cheaply than it is today, both by the 
public and by advertisers.” 

Turning from a discussion of the 
retailer’s relations with the pub- 
lisher to his relations with the manu- 
facturer, Mr. Appel said that manu- 
facturer-retailer advertising coopera- 
tion is difficult, especially on trade- 
marked brands, because these brands 
have so often become the football of 
cut-price competition. 


Will End Substitution 


“The retailer believes the manu- 
facturer can stop the cut-pricing 
and bootlegging of his branded mer- 
chandise, especially under the recov- 
ery act,” he said. “Automatically, 
then, will stop what the manufac- 
turer calls ‘unfair substitution.’ ” 

Discussing the retailer’s relations 
with other merchants, Mr. Appel 
urged adoption of the Fair Practice 
Code of the Affiliated Better Busi- 
ness Bureaus, added that the use of 
loss leaders should be included as an 
unfair practice. 

“Competitive price advertising that 
only switches customers from one 
store to another and back again, 
without creating additional demand, 
is clearly uneconomic, unless _ it 
serves to drive out of competition 
the inefficient store,” he asserted. 


Need Creative Copy 


“Lack of creative advertising is 
due largely to these uneconomic 
practices—the informative, creative 
advertising so greatly needed to 
bring wider and larger distribution 
of manufactured products with fair 
prices to the consumer, fair profits 
and wages to the merchant, manu- 
facturer and worker; larger employ- 
ment and greater consumer buying- 
power, without which industry and 


=! society cannot reach a stable basis.” 


“If the hundreds of millions of dol- 
lars now expended by the merchants 
of the United States on this cut- 
throat competitive price advertising 
were put into creative, constructive 
advertising that would guide the 
public as to the use, merit and serv- 
ice of good merchandise generally, 
can anyone doubt that not only 
would the public be better served, 
but that more goods would be dis- 
tributed, to the benefit of the worker, 
the manufacturer, the merchant and 
the public?” he asked. 


Grocer Enters Into 
Huge Beer Contract 


Western States Grocery Company, 
Oakland, Cal., has signed a $23,000,- 
000 contract with Humboldt Malt & 
Brewing Company, Eureka, Cal., call- 
ing for the annual purchase of 75,- 
000 barrels of beer for the next ten 
years. The company, in addition to 
a general wholesale business, sup- 
plies the chain systems of MacMarr, 
Safeway, Piggly Wiggly, and Skaggs. 

As the advertising of these chains 
is handled by Botsford, Constantine 
& Gardner, it is assumed that any 
future advertising of the brewery’s 
Humboldt and Brown Derby brands 
will be directed by that agency. 


Now Hutchinson 


Hutchinson Advertising Company 
is the new name of Dollenmayer Ad- 
vertising Company, Minneapolis. 
The change is in name only, and 
does not affect the ownership or 
management of the 30-year old 
agency, Merrill Hutchinson, presi- 
dent, has announced. New quarters 
are now being taken over in the 
Hodgson Bldg., which allow for a 50 
per cent increase in space. 


Advertising Club 
to Survey Columbus 


G. R. Johnston, Jr., new president 
of Columbus, O., Advertising Club, 
has appointed committees to pro- 
mote an advertising survey of that 
city and to bring about better adver- 
tising in local publications. 

The committees are headed by E. 
R. Brown, Huntington National 


Bank, and Prof. Kenneth Dameron, 
Ohio State University, respectively. 


At Breakfayg 


Chicago, June 30.—As a prelude j, 
Advertising Day at A Century 
Progress, Women’s Advertising Club 
of Chicago entertained at a break. 
fast this morning in honor of Women 
delegates to the convention of Ag 
vertising Federation of America y 
Grand Rapids who came on to Qh 
cago for the festivities at the fair. 

The breakfast was held in the Ha. 
waiian room of the Congress Hotel, 
and was attended by a number g 
prominent women in advertising and 
allied fields, including the home eg. 
nomics editors of several nationg) 
magazines, who were in Chicago fo). 
lowing the Home Economics Aggo¢j. 
ation convention in Milwaukee, 

Lucille Fisk, retiring president 
the Chicago group, arranged th 
breakfast, with the assistance of the 
social committee. The organization’ 
past presidents acted as_ reception 
committee. Mary Coffey, who headej 
the club’s delegation to the Granj 
Rapids convention, returned with 
other members of the delegation jp 
time for the breakfast, after extenj. 
ing personal invitations to all of the 
women present at the A. F. 4 
meeting. 


Coast Agencies Launch 
Newspaper Advertising 


A series of 18 advertisements was 
launched this week in Seattle news. 
papers under the sponsorship of the 
Washington Chapter, Pacific Associa- 
tion of Advertising Agencies. The 
advertisements point out the advan 
tages of agency service and are ap 
pearing on the financial pages of the 
four local dailies. 

Copy is that used by the McGraw. 
Hill Company, adapted to the local 
market. Reprints of the advertise 
ments are being mailed to a list of 
500 business executives in the north 
west. 


In Hawaii 


The Honolulu Star-Bulletin 
is the expert guide and 
practical aid to successful 
business in a big, busy, 
profitable area—an Ameri- 
ean Territory in Mid-Pa- 
cific. 


The Star-Bulletin’s Mer- 
chandising Service has just 
added a new feature—*Ad- 
Ventures in Merchandis- 
ing,” a department in the 
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Saturday Star-Bulletin, Ha- 
waii's weekend newspaper. 


The department each week 
carries a wealth of informa- 
tion, succinctly given, for na- 
tional manufacturers, adver- 
tisers, agencies; for whole- 
salers, jobbers, retailers; for 
customers and consumers. 

Just another illustration of 
“Star-Bulletin Service” that has 
helped hundreds of mainland 


businesses start right in the 
Hawaii market. 


Honolulu 
Star - Bulletin 


New York and Chicago—Frank- 
lin P. Aleorn & Co., Ine. 


San Francisco, Los Angeles, 
Portland, Seattle—H. J. Bid- 
well Co, 
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UTILITIES PICK 
4 WINNERS IN 
COPY CONTESTS 


Grand Rapids, Mich., June 27.—A 
feature Of the meeting of Public 
Utilities Advertising Association 
pere today, as in past years, was the 
announcement of winners in the as- 
sociation’s “better copy” contest, 
made by F. W. Krone, Consolidated 
Gas Company, New York, chairman 
of the committee, at this morning's 
session. The winners: 


Electric Newspaper Advertising Di- 
yision: first, Boston Edison Company; 
second, New York Edison Company; 
honorable mention, Buffalo General 
Electric Company. 


Gas Newspaper Advertising Divi- 
sion: first, Lone Star Gas System, 
Dallas, Texas; second, Consolidated 


Gas Company of New York: honorable 
mention, Pittsfield Gas Company, 
Pittsfield, Mass. 

Transportation Newspaper Adver- 
tising Division: first, Pittsburgh Rail- 
way Company; second, New Consoli- 
dated Bus Business Depot, Wheeling, 
W. Va.; honorable mention, Chicago 
Surface Lines, 


Outdoor Division 


Outdoor Advertising Division: first, 
New Orleans Radio Advancement Bu- 
reau; second, Consolidated Gas Com- 
pany of New York; honorable men- 
tion, Pacific Gas and Electric Com- 
pany, San Francisco. 

Electric Window Display Division: 
first, Buffalo General Electric Com- 
pany; second, Knoxville Power and 
Light Company; honorable mention, 
Philadelphia Electric Company. 

Gas Window Display Division: first, 


Kings County Lighting Company, 
Brooklyn; second, Consolidated Gas 
Company of New York; honorable 


mention, Central Hudson Gas & Elec- 
tric Corporation, Poughkeepsie, N. Y. 
General Utility Advertising Divi- 
sion: first, Arkansas Power and Light 
Company, Pine Bluff; second, British 
Columbia Electric Railway Company, 
Vancouver; honorable mention, New 
Orleans Public Service Company. 


Campaign Advertising Division: 
first, Nebraska Power Company, 
Omaha; second, Florida Power and 
Light Company, Miami; honorable 
mention, Boston Edison Company. 


E. Frank Gardiner, Midland United 
Company, Chicago, was_ re-elected 
president of the association at the 
afternoon session. Other officers are: 

First vice-president, Henry Ober- 
meyer, Consolidated Gas Company, 
New York; second vice-president, J. 
R. Pershall, Public Service Company 
of Northern Illinois, Chicago; third 
vice-president, Donald D. Perry, Cen- 
tral Hudson Gas & Electric Corpora- 
tion, Poughkeepsie, N. Y.; secretary, 
Eric W. Swift, Commonwealth Edi- 
son Company, Chicago; treasurer, 
Howard F. Weeks, Consolidated Gas 
Company, New York. 

New directors are William Culver, 
Commonwealth Edison Company; A. 
G. Whidden, Arkansas Power & 
Light Company, Pine Bluff; and E. 
K. Hartzell, Lake Shore Electric 
Railway Company, Sandusky, O. 

Among the speakers at the associ- 
ation’s sessions were John R. Marsh, 
advertising manager, Georgia Power 
Company, Atlanta; William G. Wool- 
folk, president, Detroit City Gas 
Company; Helen Rockey, assistant 
Manager, advertising bureau, Con- 
solidated Gas Company, New York, 
and vice-president, A. F. A.; Ivan 
Page, Western Newspaper Union; 
Leonard Dreyfuss, president, United 
Advertising Corporation, New York; 
Wesley A. Gilman, vice-president, N. 
W. Ayer & Son, whose speech is re- 
Ported elsewhere in this issue; and 
Morris E. Jacobs, vice-president, Bo- 
zell & Jacobs, Omaha, Neb. 


Advertising an Investment 


Mr. Marsh outlined some of the 
Problems confronting the advertising 
Manager of a_ state-wide utility, 
While Mr. Woolfolk pointed out the 
necessity for advertising to develop 
a personality for each company, and 
urged that advertising be looked 
upon as “in some respects as much 
of an investment as our mains and 
8enerating equipment.” 

Miss Rockey pointed out that after 
a long period in which the cost of 
electricity was constantly lowered 
and made available for many pur- 


rent of public opinion has again 
swung back to a primary considera- 
tion of rates. She asserted that the 
job facing the utilities now is to sell 
appreciation of electricity to the con- 
sumer, and to create a realization 
of the unusual value which public 
utilities are now delivering. 
Speaking in his capacity as treas- 
urer of the Outdoor Advertising As- 
sociation of America, Mr. Dreyfuss 
asserted that he represented the 
largest customer of the electric light 
industry. 

A Fine Example 


“It will be with considerable sur- 
prise that some of you learn that 
outdoor advertising is the largest 
user of electric current for lighting 
in the United States,” he said. Point- 
ing to the unfavorable public opinion 


which has grown greatly in recent 
years, Mr. Dreyfuss asserted that 
much of it could have been avoided. 

“The American Telephone & Tele- 
graph Company is a fine illustration 
of what can be accomplished by the 
proper use of advertising,” he de- 
clared. “The utilities, in my judg- 
ment, have a similar job to do. Al- 
most every utility has a sizeable ap- 
propriation for advertising. Few of 
the utilities are allowing this money 
to work for them to the fullest 
measure. 

“Many dissipate almost their en- 
tire advertising approyriation in 
stereotyped ads to advertise gadgets 
of one kind or another when of para- 
mount importance is the building of 
good will within the community the 
utility serves.” 


“New Business” Is 
Calahan Publication 


Harold Augustin Calahan, 501 
Fifth Ave., New York, has begun 
publication of New Business, a 
weekly review of business activities 
from the standpoint of opportunities 
for employment and profits. 

It lists new products, new compa- 
nies and the possibilities of new 
ventures. 


With Chess & Wymond 


Jim R. Williams, former sales 
manager, is now vice-president, sales 
manager and advertising director of 
Chess & Wymond, Inc., Louisville, 
successor to the old Chess & Wymond 
Company, which at one time was the 
largest cooperage organization in the 
country. 


To Broadcast from Fair 


The Carnation Milk Company’s 
“Contented Hour” will be broadcast 
from the studio in Hollywood at A 
Century of Progress during the sum- 
mer. An audience of over 800 can 
be accommodated at the broadcasts, 
and the program will also be heard 
throughout the fair grounds by 
means of the amplifier system. 


T. G. Coe Joins Agency 


Theodore G. Coe, marketing coun- 
sel, has been named a director and 
vice-president of Charles Austin 
Bates, Inc., New York. He was for- 
merly president of Chappelow-Coe 
Company, St. Louis. 

John J. Schwed, Bates space buyer 
and production manager, has been 


elected secretary and treasurer. 


Poses besides illumination, the cur- 


Investors are Consumers 


A NEW ERA 


Call it a new deal, a new pack, a new shuffle, what you will, 
conditions have changed. 


Big business men have more work to do—more departments 
to supervise—more authority—a less passive attitude—more 
active actions. In the interest of economy orders are not okayed 
now by key men, they’re ordered and bought by key men. 
Okay is everybody’s word but Buy is the prerogative of the 
executives. 


Close personal contact, such as The Magazine of Wall Street 
enjoys, with the key men in business, is necessary today. 


Heads of Banks, Investment and Brokerage Houses, their busi- 
ness is increasing, Public Utilities and Industrial Corporations, 
note the increase here, Railroads and Public Carriers, watch 
them move along with the others, al] read The Magazine of 
Wall Street. They keep their subscription active, $7.50 a year, 
because they want active, spot accurate news of their companies 
as analyzed regularly in The Magazine of Wall Street. 


Sell the Key Men—They are the Buyers in this New Era. 


60,000 read ‘ 


The Magazine of Wall Street 
Every Other Week 


THE MAGAZINE OF WALL STREET 
MEMBER A. B. C. 


90 BROAD ST., 


NEW 


YORK CITY 
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ADVERTISING AGE 


J — 1, a 


MANUFACTURERS 
GET RETAILERS’ 
POINT OF VIEW 


Both Sides ‘hired at Inter- 
esting Session 


Grand Rapids, Mich., June 28.— 
One of the most interesting sessions 
of the convention of the Advertising 
Federation of America was that de- 
voted to retail advertisers today. 
It was attended by many national 
advertisers eager to get the retail- 
er’s point of view—and they got an 
earful on that subject. 

Many of the talks emphasized the 
feeling on the part of retailers, espe- 
cially those operating department 
stores and other important retail 
outlets, that the manufacturer does 
not take the trouble to study their 
problems and adapt his advertising 
methods to the needs of the retail 
store. On the other hand, the na- 
tional advertising executives were 
able to find numerous vulnerable 
spots in the sales and advertising 
methods of even the better retailers. 

The session was opened by Joseph 
H. Appel, of John Wanamaker’s, 
New York, who presided, and also 
presented an excellent paper on 
“Some Retail Advertising Problems 
in the Changing World.” It is sum 
marized in another part of this issue 


Give Public What It Wants 


Paul Hollister, executive  vice- 
president of R. H. Macy & Co., New 
York, spoke on “How the National 
Advertiser Can Help the Retailer.” 
Mr. Hollister spoke both from his 
point of view in the Macy store, 
which serves 150,000 customers a 
day, and also long experience in the 
advertising agency field. 

He vigorously denied that the 
public wants change for change’s 
sake, and urged advertising people 


to stick to the sound fundamentals 
of giving the public what it wants. 

“No one watches for symptoms of 
public behavior more keenly than a 
department store, unless perhaps it 
be a newspaper,” said Mr. Hollister. 
“And I challenge any store, any 
newspaper, to adduce convincing 
mass proof that the consumer wants 
change for its own sake. 


“Change she most emphatically 
does want—as it continues to offer 
her for a reasonable price merchan- 
dise which will make her prettier, 
more comfortable, smarter—or which 
will taste ‘different’—or which will 
make her home (the home that she 
has re-discovered again after her 
long joy-ride) more livable and eas- 
ier to run. 

“So merely because change is run- 
ning hog-wild for its own sake, let 
us advertising people string along 
with the public, and apply a little 
extra energy to studying what they 
want next, and how we can get it to 
them better-for-less. 


Regulation Useless Here 


“Of one thing you can be sure: no 
legislation or trade association will 
ever prevent the consumer from 
finding that better article for less. 
Anyone who elects the course of 
costing the consumer unnecessary 
expense is signing his own resigna- 
tion from business. A study and 
regulation of distribution is a whole- 
some thing; without question, there 
have been costly complications and 
irregularities in the national system. 

“But no matter how protectively 
favorable may be the regulations 
evolved for governing us producers 
and distributors, the system won't 
do us a particle of good unless we 
have something the public wants— 
and what the public wants is not 
price, nor terms—the public wants 
merchandise.” 

Miss Mary Murphy, of the Earnest 
Kern Department Store, Detroit, ac- 
cused the national advertiser of not 
having been sufficiently on the job 
from the retailer’s standpoint. 


“Publishes Pretty Pictures” 


“He has continued with his broad 
institutional advertising,” she said. 
“He has published pretty pictures. 


PL u G Actual onchandiie @ 


You can't get "AA" 
just by having more 
power and better re- 


ception . . . you need 
consistently superior 
entertainment, both 


studio and national 


chain ... and your pro- » 


grams must be built up 
through newspaper 


publicity, air publicity, 


Service / 


bill boards, merchandis- 
ing and survey work. 
You get all this when 
you use KMBC—first in 
the hearts of the heart 
of America . . . where 
retail sales are $488 per 
capita (highest in US,\) 
against national aver- 
age of $230. Are you 
getting your share? 


%& AA—AUDIENCE APPRECIATION 


A UNIT OF THE COLUMBIA 5) ROADCASTING SYolEH 


MIDLAND BROADCASTING CO., Kansas City, Mo. 


New York Office, 17 E. 49th St. 


Phone Eldorado 5-5070 


He has fed a weary nation on sta- 
tistics. But he has not gone into 
the shops of the retailer and fol- 
lowed through. He has not depended 
upon the retailer’s judgment to at- 
tack local problems. The retailer is 
the closest contact with the con- 
sumer, but national advertising has 
not been cognizant of this in the 
past three years. 

“No two markets are alike in 
America today. No national cam- 
paign can be planned from a swivel 
chair in the Graybar building, in the 
General Motors building or in the 
Wrigley building and hope to be 
comprehensive enough to achieve 
commensurate results in all of 
America’s great key markets. 

“If the retailer sat in conference 
when national campaigns are being 
planned, he could save the manufac- 
turer much money by ruling upon 
flaws and inadequacies which he, 
being closest to the consumer, is in 
the best position to know. 


How It Should Be Done 


“If I were a manufacturer ready 
to launch a campaign in America 
today, | would set aside 25 per cent 
of my advertising appropriations for 
national mediums. Then I would 
call into conference the two or three 
leading retail outlets in each key 
city, and with their advice I would 
plan spending the other 75 per cent, 
and much of that would be in co- 
operation with them.” 

Walter J. Daily, manager of the 
sales promotion division for General 
Electric Refrigerators, admitted that 
the national advertiser must neces- 
sarily generalize in planning his co- 
operation with retailers, and said 
that to develop specialized store dis- 
play and window display material 
would make the cost per store pro- 
hibitive. In newspaper advertising, 
however, space is left to enable the 
retailer to localize the copy. 

“One trouble with trying to im- 
prove co-operation with retailers,” 
said Mr. Daily, “is the difficulty of 
getting him to answer letters or sup- 
ply information.” 

Another place where localization 
ot publicity has been successfully 
carried out is in radio broadcasting. 
This idea has proven very success- 
ful, Mr. Daily said. 

He described the great success of 
the “Forty-Second Street Special,” 
which carried a group of moving 
picture stars across the country and 
tied their visits to each city closely 
to the local distributor, giving him 
not only publicity but prestige. The 
movie stars also helped to put over 
dealer meetings. Over 500,000 peo- 
ple visited the electric kitchen on 
the special train, and over 2,000,000 
saw the parades. The floor traffic 
in dealers’ and distributors’ stores 
was tremendously increased. 


Is Showing Movie 


“A one-reel film based on our spe- 
cial train, and featuring the stars, 
has been produced,” said Mr. Daily, 
“and this is being shown in regular 
theaters throughout the country to 
20,000,000 people. A contest feature, 
in which a refrigerator is giver 
away in each city, is the only cost 
to us. The talent is the most im- 
portant part of a movie, from the 
advertiser’s standpoint, and the use 
of stars like Bette Davis simplified 
this problem for us.” 

Mr. Daily also discussed the mat- 
ter of charging dealers for promo- 
tion material supplied them by man- 
ufacturers. While he said that many 
department stores and others believe 
it should not be charged for, expe- 
rience shows the manufacturer that 
unless a charge is made, it is wasted. 

Miss Lucile Babcock, publicity di- 
rector of Tower Magazines, Inc., 
New York, and formerly fashion 
editor of The Delineator, spoke on 
“The Four Sales Corners—Publish- 
ing, Agency, Manufacturer, Retailer,” 
stressing particularly the opportu- 
nity of the retailer to capitalize the 
editorial and circulation efforts of 
the magazines. 

She pointed out cases where na- 
tional advertisers have shown lack 
of familiarity with or interest in re- 
tail store problems, such as knowing 
the various executives concerned with 
rromotion, running advertising with 
reference to local stocks, seeing that 
dealer literature conforms to store 
policy, ete. 

“Many high-class stores will not 


President Roosevelt’s 


Message to A. F. A. 


Grand Rapids, Mich., June 
26.—In a letter addressed to 
President Kobak, and read at 
the opening general session 
of the A. F. A. here today, 
President Roosevelt expressed 
his regrets at not being able to 
be present, and extended best 
wishes for the success of the 
convention. 

“I wish you would say that 
I hope the high standards 
which have made good adver- 
tising an economic and social 
force of vital importance to us 
all will be continued,” the mes- 
sage said. “Your cooperation 
will be valuable to the restora- 
tion of improved levels and 
flow of trade. It also will help 
business and industry to re- 
turn to better times. 

“By doing these things you 
will be serving your country 
and government.” 


use sales literature sent them by 
manufacturers,” Miss Babcock said, 
“because it contains obvious exag- 
gerations. Cheap display material is 
not used in good stores, because it 
was designed for all types and does 
not appeal to the high-class retailer.” 

The timing of promotion material 
to coincide with the retailers’ sell- 
ing activity can be accomplished by 
proper checking, she _ suggested, 
pointing out the troubles that de- 
velop when different merchandising 
plans are used in different stores of 
the same community. 

In discussing how the retailer can 
use the women’s magazines to ad- 
vantage, Miss Babcock said that the 
circulation of the larger magazines 
is sufficient to make it worth while 
to the retailer to capitalize adver- 
tising of goods that he carries in 
stock. 

Should Use Service Pages 


In addition, the service pages of 
the magazines, in which new items 
are mentioned, offer excellent pro- 
motional opportunities. For exam- 
ple, she pointed out that Abraham 
Straus in New York invited the edi- 
tors of a number of women’s maga- 
zines to set tables for them, and 


women customers were asked to 
judge the tables. 

“The manufacturer,” said Miss 
Babcock, “should get behind the 


counters of the retail store for one 
week out of the year. Every retailer 
ought to have agency-trainea people 
who are familiar with advertising 
ideas and methods, and who can har- 
ness national magazines and make 
them work for the store. The 4 A’s 
representatives in the field should 
contact stores and help them to use 
national advertising.” 

Joseph C. Grant, president of the 
Joseph C. Grant Company, Battle 
Creek, Mich., department store, at- 
tacked the bootlegging of merchan- 
dise which permits certain types of 
stores to advertise nationally adver- 
tised brands at cut prices. At the 
same time he criticized newspapers 
for permitting copy to be run offer- 
ing alleged bargains not borne out 
by actual inspection of the merchan- 
dise. 


“Forum” Changes Style 


With its July issue, The Forum, 
New York, has initiated several 
changes in format, including rede- 
signing of the cover and text pages. 

The changes are being inaugurated 
coincident with the celebration by 
Henry Goddard Leach of his tenth 
anniversary as editor of the publica- 
tion. 


Huff da New Post 


J. S. Huff, formerly vice-president 
of the Thomas E. Basham Company, 
Louisville agency, has been named 
advertising director of Southern In- 
diana Ice & Beverage Company, New 
Albany, successor to Paul Reising 
Brewing Company. 


Best Family Grows 


Mr. and Mrs. Hil F. Best are re- 
ceiving congratulations on the birth 
of a son, Michael O’Neil, on June 21 
at Windsor, Ont. Mr. Best, formerly 
a Chicago newspaper representative, 
is now located in Detroit. 


GROCERS’ CODE 
WILL BAN ALL 
LOSS LEADERS 


Atlantic City, June 27.—The “log, 
leader” type of advertising is on its 
way out because bargain-shopping 
women are becoming too canny, the 
National Wholesale Grocers’ Aggpo. 
ciation was told today at its convep. 
tion here by W. K. Dingledine, of 
Charles W. Hoyt, Inc., New York, 

That, he pointed out, is particy. 
larly welcome news to the whole 
sale and retail grocer competing 
with chains, because “up to the pres. 
ent time the success of the chaip 
store movement has been due ip 
large measure to the loss leader 
principle, featuring a limited num. 
ber of items at extremely low prices 
to get people into the store, and 
making the real profit on the other 
things they buy.” 

“Carrying on advertising,” 
Dingledine continued, 
like training a child. It is a con. 
tinuous process. New problems are 
constantly cropping up. It is no 
magic cure-all. 

“The great weakness of most re. 
tail advertising is that it depends 
too much on simply naming items 
and quoting prices. Price is im. 
portant and should be displayed, but 
it cannot be assumed that hysterical 
price shouting will make people 
hungry for a product. 

“During the past few years it has 
been particularly easy to get by with 
plain price advertising. When peo- 
ple are as hard up as the American 
people have been during recent 
times, price is all-important. It is 
not natural, however, for people to 
buy just on a price basis. 


Mr. 
“is something 


Loss Leaders Banned 


“Under normal conditions people 
buy on quality, service and price, 
Indications are that housewives are 
going to scrutinize quality and 
service far more carefully during 
the next two or three years.” 

The code being finally perfected 
here by the National Association of 
Retail Grocers of the United States, 
with which the merger of American 
and National Wholesalers and the 
national canners’,: manufacturers’ 
and brokers’ organizations are co 
operating, promises to_ radically 
change the housewife’s relations 
with the American grocery store. 

Her bargain-hunting instinct, for 
one thing, will have to become more 
subtle, because the code forbids not 
only loss leaders but prizes, pre 
miums, coupons, free goods, decept- 
ive statements, concealment in the 
stated price of credit or delivery 
costs, or variation of prices on the 
same article between different 
stores of the same ownership, other 
than variation between areas caused 
by different transportation costs. 


Anheuser-Busch Markets 
Beer Cooling Dispenser 


The refrigeration department of | 
Anheuser-Busch, Ine., St. Louis, is 
marketing beer cooling dispensers 
for both bulk and bottled beer. A 
feature of the bottled beer dispen- 
ser is the fact that it is designed to 
preserve the labels on bottles by 
eliminating the wet bath and mak- 
ing use of a dry cooling system. 

The equipment is being marketed 
through 79 distributors throughout 
the country. 


Iowa Dailies Merge 


as “Hawk-Eye Gazette” 


The Burlington, Ia., Hawk-Eye and 
Gazette have been merged as the 


Daily Hawk-Eye Gazette, with J. 
Tracy Garrett as editor, Charles | 
Morgan as business manager, 


Thomas Green as managing editor, 
and Howard T. Custer as general 
manager. 

Small, Spencer, Brewer, Inc., will 
represent the merged publication it 
the national field. 


Sells Comic Page Space 

Evening Bulletin, Providence, R. I, 
is now selling advertising space on 
its comic page, a new policy. 
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: i ity i | h 
: rosperity is not only on the 
x ——— | L, pfs 

: way—it Is actually here: 

4 said a leading national advertiser. 
t Commenting on the June 24 issue of ADVERTISING 
cal AGE, a leading national advertiser wrote as follows: 

rs ‘| was very much impressed by the size of the June 
-- 24 issue of ADVERTISING AGE. You and your organi- 
oa zation are certainly to be congratulated on the amount 
“7 of advertising that appears in this issue, and the fact 
al that so much of it is in full page space. 

= “Your editorial material is, as usual, very interest- 
“+ ing, but | refer particularly to the amount of advertising 
om because it indicates to me that publishers and other 
e sellers of advertising are among the first to realize that 
tions , ei Ml 
. prosperity is not only on the way but actually here. 
th Other national advertising executives are looking to 
et ADVERTISING AGE for indications of the belief of pub- 
n-. lishers and other sellers of advertising in their country, 
is their business and their mediums. 


-| | ADVERTISING AGE 


ager, | THE NATIONAL NEWSPAPER OF ADVERTISING 


wil | 330 West 42nd Street, New York 537 South Dearborn Street, Chicago 
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MUCHCOPY CAN'T 
BE UNDERSTOOD, 
KETTERING SAYS 


Speaks at Final General 
Session of A.F.A, 


Grand Rapids, Mich., June 28.— 
“Most advertisements ought to be 
accompanied by _  instruction-books, 
because they are written so that the 
ordinary reader can't understand 
them,” asserted Charles F. Ketter- 
ing, research director of General 
Motors Corporation, in addressing 
the final general session of the A. F. 
A. convention this afternoon. 

“Just why advertisers refuse to 
use the language of the customer I 
can’t understand,” he continued. “It 
may be the same reason that caused 
some of the exhibitors at the Cen- 
tury of Progress Exposition to have 
explainers on hand whose explana- 
tions are intelligible to only 3 per 
cent of those attending, and they 
don't need them. We fall into the 
error of assuming that if we under- 
stand a thing, the other fellow will 
too. 

“We must remember that words 
and phrases mean different things 
to different people. ‘High tension,’ 
for example, means something en- 
tirely different to the automotive 
field and to the electrical industry.” 


Great Educational Infiuence 


Mr. Kettering expressed his ap 
preciation of the value of advertis- 
ing by saying that it is the second 
greatest educational influence, ad- 
mitting that perhaps schools and 
colleges come first. However, he 
urged that product research should 
be given better treatment in the mat- 
ter of appropriations, suggesting that 
the product ought to be given an 
even break with conversation about 
it. 

“If you have a product people 
want, make it well and sell it for 
more than it costs, you don’t have 
any trouble with the bank,” said Mr. 
Kettering. “It doesn’t take a school 
of business administration to let you 
know that you're doing all right. 

“But we have complicated business 
too much. The rhetoric of advertis- 
ing is now more important than the 
product.” 

Mr. Kettering asked the question, 
“How far will the nervous system 
stand advertising?” in expressing 
the opinion that too much advertis- 
ing by radio has caused a large por- 
tion of the public to shut it off, al- 
though the radio, he said, offers one 
of the greatest contact points in ad- 
vertising. 

“Few people,” he continued, “know 
anything about anything except 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective 
: and_ economical 
system for covering the Home Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


SUMMERTIME 
IN NEW YORK 


At this skyscraper hotel, 
in the social centre over- 
Central Park, 

find pleasant 
- cool restful 


$3aDay - $17 a Week 
and up for single room, 
private bath, radio. For 


All rates 
Continental 


Breakfast. 
Write for Booklet AA 


BARBIZON-PIAZA 


Guest Roof Deck. 


101 WEST 58th STREET 
CENTRAL PARK SOUTH. N. Y, 


CAMEL CIGARETTE COPY HAS NEW THEME 
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STEADY SMOKER 
TURN TO CAMELS 


But THDEN says: “Tournament play in tennis im- 
poses @ terrific strain upon the nervous system. 
Healthy nerves are essentual if a player is going to be 


cparettes 
I have tred all the other popular brands, but for years 
Th Because of their 
mildness | know that | can smoke Camels as freely as | 
wish and still have healthy nerves. 

i, a 
‘Steady smokers turn to Camels because the costlier 
tobaccos in Camels never tire the taste—never get 
en the nerves. Your d 
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Initial copy in a new campaign for Camel cigarettes which is now 
appearing in newspapers. The "costlier tobaccos" and "it's fun to 
be fooled . . . it's more fun to know" themes are being continued. 


their own business. That’s why you 
advertising people should make your 
explanations so simple that nobody 
can fail to understand them.” 


Much to Be Done 


The speaker developed again his 
thesis that the world is far from 
finished, and that most of the job of 
improvement remains to be done. 
New wants and desires will continue 
to be developed, and that means that 
research and advertising will con- 
tinue to be needed. Air conditioning 
is an example of the new things that 
the world is demanding, he said. 

“Advertising sold more cigar-light- 
ers that wouldn’t work than was 
ever spent for matches,” said Mr. 
Kettering. “People don’t buy on eco- 
nomics, but because they want some- 
thing. They are impulsive, and when 
they buy things they want, they’re 
just being human. Advertising does 
a large part of the job of inspiration 
that makes people want to buy.” 

Miss Marjorie Shuler, of the 
Christian Science Monitor, who is a 
director of the National Federation 
of Business and Professional Wo- 
men’s Clubs, gave a clear picture of 
the woman consumer in supporting 
her belief that women always get 
what they want. 

“The woman consumer,” she said, 
“is interested in getting 100 cents 
of value for her dollar, but she is 
idealistic. She is moved by reason 
and logic, but she is affected by 
good taste. She has a wide range of 
outside interests, but she never for- 
gets the home. 

“She wants bargains, but she likes 
to know that products are made un- 
der good conditions and as a result 
you have the new national commit- 
tee on control in which most national 
women’s organizations are interest- 
ing themselves with the object of 
labeling goods made under fair labor 
standards. 


What She Wants 


“If you would understand how the 
woman consumer is affected by good 
taste, you must remember that in 
the nineties her only contact with 
cosmetics was a furtive visit to the 
flour barrel or a rub with a red ger- 
anium blossom on her cheeks. 

“Pictures of girls on beaches are 
men’s advertising, but they don’t 
particularly get women’s business. 
The woman consumer does not want 
to be told that she will be a social 
failure if she orders chicken salad 
at luncheon with a man or that for 


some personal reason her friends 


will be driven from her. 
ment that ‘children love it’ is no 
argument to her, but the reasons 
why children would be benefited by 
the product would sell her.” 
“Raising the Level of Wants” was 
the subject of T. K. Quinn, vice- 
president of the General Electric 
Company, who expressed approval 
of the “new deal” in increasing pur- 
chasing power and improving the 
economic status of the individual. 
“The law doesn’t attempt to make 
people want things,” he pointed out. 
“That is a sales job. It happens that 


The argu- 


not only are wants and needs in 
constant competition with each 
other, but almost every individual 


need competes with every other in- 
dividual need and want, and every 
individual want competes with prac- 
tically every other want and.need. 
As consumers we face eternal 
choices among many alternatives. 


Sees Need for Advertising 


“Is it necessary to say here that 
as long as such choices are left to 
us, the way for advertising and sell- 
ing is left open, however many laws 
are passed. The work of creating 
and raising the level of wants is an 
added great opportunity. 

“In our own company we do not 
advertise because smart advertising 
men have misled us into paying 
them something for useless service. 
We do not advertise simply because 
we are a large corporation. We ad- 
vertise because it has proven to us 
to be economical, good business— 
because it is inexpensive salesman- 
ship. We advertise because we have 
ideas to sell—because we have prod- 
ucts to sell—because we have good- 
will to maintain.” 

Senator Arthur Capper of Kansas 
was also a speaker at this session 
which was presided over by George 
W. Kleiser, Foster and Kleiser, San 
Francisco, and vice-president, A. F. 
A. Senator Capper’s talk is reported 
elsewhere in this issue. 


Popell Joins Packer 


B. B. Popell, for several years a 
member of the copy staff of Ruth- 
rauff & Ryan, has been named ad- 
vertising and sales promotion man- 
ager for Miller & Hart, Inc., Chicago 
packers. Thos. M. Bowers Advertis- 
ing Agency, Chicago, places the com- 
pany’s advertising. 


Hanff-Metzger Moves 


Hanff-Metzger, Inc., New York,has 
moved its offices to 745 Fifth Ave. 


DIRECT MAIL 
GROUP HOLDS 
TWO SESSIONS 


Grand Rapids, Mich., June 27.—A 
large and enthusiastic group of users 
of direct mail advertising gathered 
for the all-day session of Direct Mail 
Advertising Association here today 
in the Swiss Room of the Pantlind 
Hotel. 

Henry Hoke, executive manager 
of the Association, presided at the 
morning session, at which Paul 
Ryan, manager of sales promotion 
and advertising, Shell Petroleum 
Corporation; Milton G. Crume, man- 
ager, direct mail selling, Butler 
Brothers, Chicago; and Homer J. 
Buckley, president, Buckley, Dement 
& Co., Chicago, spoke. 

The afternoon session was _ pre- 
sided over by E. Lee Turley, sales 
promotion manager, Haywood Pub- 
lishing Company, Chicago, and 
speakers included Martin H. Higgins, 
sales promotion manager, Autopoint 
Company, Chicago; Mac Harlan, ad- 
vertising director, Household Finance 
Corporation, Chicago; and Verne W. 
Tucker, sales promotion and direct 
mail department, Campbell-Ewald 
Company, Detroit. 

Mr. Ryan outlined a number of the 
sales promotion activities of his 
company to show how far the organi- 
zation went in the belief that “the 
consumer is our advertising man- 
ager’; and Mr. Crume pointed out 
methods of getting more orders out 
of catalogs. 


Outlines Eight Points 


The way to get business now is to 
go out after it in an intelligent fash- 
ion, Mr. Buckley asserted. He laid 
down an eight-point program to be 
followed in taking advantage of the 
business upturn: 

1. More attention to economic 
trading areas and districts. 

2. A more careful selection of cus- 
tomers from the standpoint of profit- 
able operation. 

3. Greater consideration to the 
minimum size of order that can be 
handled at a profit. 

4. Simplification of line, brands, 
sizes of containers and varieties of 
merchandise to effect increased turn- 
over. 

5. Increasing profits through ade- 
quate stock control. 

6. Increasing retail sales by im- 
proving the standards of retail sell- 
ing. 

7. Reduction of selling expenses 
through effective direct mail selling. 

8. A well balanced, carefully 
planned advertising - campaign. 

Opening the afternoon session, 
Mr. Higgins reported in detail how 
his organization had increased its 
advertising effectiveness by switch- 
ing its emphasis from commercial 
to industrial markets, adopting prob- 
lem instead of product advertising, 
and going into the factory and field 
for its advertising themes. 

Mr. Harlan urged the use of direct 
mail because it allows perfect con- 
centration on desirable prospects, 
and explained the work of Household 
Finance in building up lists of live 
prospects for its services. 

Mr. Tucker described many of the 
uses and advantages of direct mail 
—“‘the ugly duckling.” 


Departmental Heads 
Meet in Grand Rapids 


Heads of the various departmental 
groups of the Advertising Federation 
of America held an informal discus- 
sion of their problems June 26 in 
Grand Rapids, under the chairman- 
ship of George W. Kleiser, Foster & 
Kleiser, San Francisco, who is vice- 
president of the A. F. A. and chair- 
man of the Council on Departmental 
Activities. 


Illinois Sales Tax 
Goes Into Effect 
The new two per cent tax on all 
retail sales goes into effect in Tlli- 
nois July 1. Nothing is exempt. 
The tax is to remain in force for 


two years. 


July 1, 1998 Joy” 


Format, Style 
of “‘The Literary 
Digest’’ Change 


New York, June 29.—With its July 
1 issue, The Literary Digest appear, 
in a new style, its editorial forma 
having been modernized with ne 
type for headings and text and 4 
three-column page, and _ its front 
cover having been completely » 
styled. 

The cover of the July 1 issue bear 
an unusual portrait of Presiden 
Roosevelt, with a red panel at th 
top in which the publication’s nam 
is printed in black. The cover blegi, 
off on all sides. 

The issue in which these change 
appear is the first to be put oy 
under the editorship of Arthur § 
Draper, who recently came to th 
Digest from the New York Hera. 
Tribune. 

One of the most important change 
made in the editorial content of th 
publication is the inclusion of origi 
nal articles. In announcing th 
changes to readers, R. J. Cuddihy, 
vice-president and publisher, said: 

“With this issue The Literary )j. 
gest starts a new period in its lon 
history. It has a new style of cover, 
its typographical dress has _ bee 
changed, and above all it has broai. 
ened its policy to include original 
contributions. But the basic polic 
of reprinting the important items of 
news and comment from leading 
newspapers and periodicals of the 
world remains unchanged.” 


$7,000 Given 
to Louisville 
Newspaper Boys 


Louisville, Ky., June 26.—The 
Louisville Courier-Journal and Time 
gave out checks as rewards for sche 
lastic and citizenship endeavor i 
the public and parochial schools ¢ 
Louisville, New Albany, Ind., ani 
Jeffersonville, Ind., to 784 newspaper 
boys at impressive ceremonies in 
Memorial Auditorium last week. 

The occasion was the third annua 
presentation of awards under th 
plan originated by Howard W 
Stodghill, business and circulatio 
manager of the papers, who, with 
Emanuel Levi, vice-president ani 
general manager, was present at the 
ceremonies. 

Brainard Platt, assistant to the 
vice-president, who presided at the 
ceremonies, announced that the te 
tal amount distributed was $7,137.2 
the average award to each boy beitt 
$9.10, with 100 boys receiving tht 
maximum award under the Stodghill 
plan. 

Mr. Platt explained how the pla 
of rewarded scholastic and citizer 
ship endeavor had been originated, 
and how it has been taken up bi 
newspapers in many parts of the 
country. 

A number of out-of-town newt 
paper men were present at the cert 
mony. These included Louis J. Hot 
man, St. Louis Star and Times; B 
J. Seeman, St. Louis Globe-Dem 
erat; Shiel Dunsker, Cincinnat 
Post; and Jack Estes, Dallas News 
Journal. 


Conference on Club 
Activities Meets 


The Conference on District an 
Club Activities of the Advertisint 
Federation of America met in Gramé 
Rapids under the chairmanship ° 
John B. Gaughen, Capper Public 
tions, Detroit, and vice-president 
the A. F. A., June 28. 

The organization discussed sud 
important subjects as membershif 
promotion in off years, the buildint 
of club prestige through a variety 0! 
activities, and unemployment relit 
for members. 


Kay with Counselors 


George Kay, formerly a mercha? 
dising executive with the McLella 
and McCrory chain systems, hé@ 
joined Engel-Van Wiseman, Ne* 
York chain store sales specialists. 
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ADVERTISING AGE 


HOSPITALS— 


Most of the leading advertisers of food prod- 
ucts appreciate the importance of the hospital 
market so thoroughly that they have set up insti- 
tutional departments through which to take care 
of this business. 


These departments are regularly producing a 
decidedly attractive volume of business from hos- 
pitals, by studying their requirements, providing 
the desired type of package and service, and by 
advertising their offerings in HOSPITAL 
MANAGEMENT. 


Specialized attention to this field pays! 


In the first place, the hospitals represent a 
constant food market, represented by more than 
1,800,000 daily population—including patients, 
nursing and medical staff and administrative per- 
sonnel. That means 5,400,000 meals every day, 
and requires an expenditure for foods of over 
$200,000,000 a year. 


The market is large in volume but compact in 
size. From a practical sales standpoint, the sev- 
eral thousand institutions representing the bulk of 
the business can be called on easily and inexpen- 
sively. And they are worth calling on, because 
they are constantly in the market. 


The percentage of food purchased and used 
under medical direction and control is negligible. 
The food department operates under the direction 
of the superintendent, the administrative head of 
the hospital, and is usually in immediate charge of 
a dietitian or steward. 


The executives concerned with the choice of 
food products for hospital use of course read the 
publication in which they can find most informa- 
tion on this subject — HOSPITAL MANAGE- 
MENT. This magazine—the only strictly admin- 
istrative publication in the hospital field—has for 
many years presented more information about 
foods and food service than any other hospital 
publication. 


In one twelve-month period, for example, 
HOSPITAL MANAGEMENT published 53.5 
pages of material on this important subject, in- 
cluding twenty-five feature articles contributed 


A Major Market for Food 
Products and Equipment 


by leading authorities on institutional food service 
and management. The proportion of the entire 
editorial content devoted to this subject was 9.7 
percent—nearly double that of any other hospital 
journal! 


Advertising of food products and equipment 
appears in HOSPITAL MANAGEMENT in the 
special section devoted to this subject—thus pro- 
viding a background of reader interest in the prod- 
ucts advertised which it would be impossible to 
develop in any other way. 


That is why the editorial policy of HOSPITAL 
MANAGEMENT, which is devoted to the admin- 
istrative rather than the professional phases of 
hospital work, is of so much advantage to the ad- 
vertiser who sells to executives. The whole edi- 
torial content is favorable to that type of 
advertising. 


The value of the market and the ideal service 
supplied by HOSPITAL MANAGEMENT are in- 
dicated clearly by the regular use of the magazine 
by such leading advertisers as Jell-O, Heinz, 
Libby, McNeill & Libby, John Sexton & Co., S. 
Gumpert & Son, Continental Coffee Company, 
Onondaga Pottery Company, Edison General 
Electric Appliance Company, Waters-Genter 
Company, Kelvinator, International Nickel Com- 
pany, Hall China Company, Fearless Dishwasher 
Company, etc., etc. 


The editorial and business staff of HOS- 
PITAL MANAGEMENT will be glad to discuss 
with any food products or food equipment adver- 
tiser the results of sixteen years’ experience in the 
hospital field. Our service to advertisers includes 
marketing counsel, lists, sales leads and other 
selling helps. 


In dealing with HOSPITAL MANAGE- 
MENT, you are working with the only hospital 
magazine which is a member of the Associated . 
Business Papers, Inc., the national association of 
business publishers, whose standards of practice 
insure the highest type of service to both readers 


and advertisers. Of course it’s a member of the 
A. B.C. 


HOSPITAL MANAGEMENT 


The Practical Journal of Hospital Administration 


537 S. Dearborn St., Chicago 


Member A. B. C. — A. B. P. 


Graybar Bldg., New York 
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ADVERTISING AGE 


July 1, 19% July 1, 


TEST RECOVERY 
CRUSADE IDEA 
TO WIDEN SCOPE 


Business and Advertising 


New York, June 29.—Enthused by 
the results of a test at Elmira, N. Y., 
financed by Bernarr Macfadden, 
which demonstrated conclusively 
that the fear which has paralyzed 
the American consumer since the 
big fright of 1929 can be cured by 
liberal doses of facts, a group of the 
nation’s most influential men are 
rapidly setting up an educational or- 
ganization, to be known as the Na- 
tional Recovery Crusade. Headquar- 
ters will be opened in a few days 
either here or in Washington. 

Advertising will be strongly repre- 
sented by leading national advertis- 
ers and agency men on the executive 
board. An advertising committee, 
composed of prominent advertising 
executives and agents, will be 
formed to supervise the national ac- 
tivities sponsored by the board, and 
to advise organizations and individ- 
ual advertisers as to the kind of co- 
ordinated advertising helpful in 
reaching the common objective. 

The committee will also assist 
trade organizations and other na- 
tional bodies, including labor unions, 
in carrying on advertising, merchan- 
dising and publicity campaigns to 
eradicate the consumer’s needless 
fears and advance their own inter- 
ests. 

The second major activity of the or- 
ganization will be to furnish trained 
speakers and executives, together 
with fool-proof plans of action, to or- 
ganize communities in the crusade 
in the same way the population was 
banded together to win the war. 


How Plan Was Conceived 

It is an interesting and important 
fact that the complete undertaking 
is based on the technique of market 
research and copy testing which is 
routine with advertising men. 

The plan was largely conceived by 
Sherman Rogers, magazine editor 
and publicist, who was joined some 
time ago by Miss Leslie Gordon, De 
Loss W. Walker, Thomas Dixon, 
Mrs. E. R. Lumsden and Eric Pal- 
mer. 

Mr. Rogers’ field studies, or mar- 
ket research, carried on continu- 
ously since 1929, had revealed fear 
of over-production, the displacement 
of labor by machines, high taxes and 
mistrust of bankers and business 
leaders as the principal reasons why 
the common people would not loosen 
their purse strings. 

The group’s first task was to col- 
lect the factual data to prove that 
no ground exists for these alarms. 
The work was delegated to Miss 
Gordon, of the editorial staff of Lib- 
erty, the author of “The New Cru- 
sade,” the bible, or fact book, of the 
successful wet forces. She will con- 
tinue with the crusade as national 
director of research. 

The group sought to interest two 
administrations and many industrial 
leaders in the promotion of the cam- 
paign, and, while encouragement 
was plentiful, initiative was not 
forthcoming until Mr. Macfadden 
volunteered to start the undertaking 
by putting it to practical test. 

The experiment which he made 
possible has proved that the man in 
the street can be interested in a true 
explanation of what has caused the 
so-called depression and that the 
presentation of these facts will not 
only accomplish his psychological 
rehabilitation but enlist his efforts 
in the educational movement. 


Tests Starts Early 

The Elmira campaign was sched- 
uled to start May 22, but civic lead- 
ers called into planning conferences 
before that date could not restrain 
their enthusiasm. The result was 
that the drive got away to a stumb- 
ling start a week ahead of schedule. 


AIDS MOVEMENT 


ri: 


Bernarr Macfadden 


Despite this mishap, the dollars 
and cents results have been remark- 
able, particularly since the Elmira 
experiment was not aided by a na- 
tional upturn of corresponding size. 

During the first two weeks of the 
campaign, the consumption of elec- 
tric power increased three per cent, 
the first gain in two years. The im- 
provement enabled the utility com- 
pany to offer one day’s work a week 
to everyone of its unemployed sub- 
scribers. 

This is the smallest gain to be re- 
ported. The largest was a surprise. 
It came from the Metropolitan Life 
Insurance Company which advised 
that its sales had increased 100 per 
cent a few weeks after the campaign 
began. The company’s manager re- 
ported this week that the gain was 
being held. 

The American Sales Book Com- 
pany’s local office reported an 18 per 
cent increase in May over April. 

In a report made this week, auto- 
mobile dealers affiliated with the lo- 
cal chamber of commerce reported 
increases in dollar volume since the 
beginning of the campaign ranging 
from 16 to 20 per cent and unit sales 
increases approximating 35 per cent, 
as compared with the same period in 
1932. 

A representative department store 
reported that its receipts increased 
4.4 per cent during the last two 
weeks in May over the same period 
a year ago and that there has been 
an increase since. 

The secretary of the Chamber of 
Commerce said today that for the 
first time in three years manufactur- 
ing plants have shown an _  in- 
crease in employment, which ranges 
from 10 to 25 per cent. 


Advertising Lineage Jumps 


Advertising lineage, serving as a 
barometer of the general level” of 
business, has shown a marked im- 
provement, although the local ad- 
vertising committee, which was sup- 
posed to begin work at the start of 
the campaign, is only now being or- 
ganized. 

The national board will be com- 
posed of 25 men. Acceptances have 
been received from Wm. Zeigler, Jr., 
director and principal stockholder, 
Standard Brands; Edward F. Hut- 
ton, chairman of the board, General 
Foods; Col. W. H. Rankin, the 
agency head; U. S. Senators Arthur 
Capper, Royal S. Copeland, Pat Har- 
rison, Harry F. Byrd, Edward F. Cos- 
tigan, Duncan U. Fletcher and Jo- 
siah W. Bailey; Congressmen Sam- 
uel Rayburn, Lindsay Warren and 
John Doolittle; John C. B. Ehring- 
haus, Governor of North Carolina; 
George Gordon Battle and R. D. 
Jackson. Mr. Macfadden is_ with- 
holding acceptance pending his de- 
cision on the point as to whether 
media interests should participate 
through their associations. 

The support which the Crusade 
may expect from advertising lead- 
ers, as well as the type of copy the 
board will recommend to national 
advertisers, has already been re- 
vealed by current campaigns of Rem- 
ington-Rand, Inc., Goodyear Tire & 
Rubber Company, and the Ford Mo- 
tor Company, among others. 


BIG DRIVE FOR 
SALAD DRESSING 


Chicago, June 29.— The heaviest 
advertising campaign ever put be- 
hind a single product by Kraft- 
Phenix Cheese Corporation broke in 
full force this week in eastern mar- 
kets as Miracle Whip Salad Dressing, 
a new product designed to combine 
the advantages of mayonnaise with 
those of the old fashioned boiled 
salad dressing, was introduced to the 
public. 

Announcement copy in newspapers, 
on the radio, in subway cars and in 
store displays followed a teaser cam- 
paign in newspapers in New York, 
New Jersey and New England. 

First big shot following the teaser 
copy was the premiere of Paul White- 
man’s Miracle Radio Show—said to 
be the first two-hour sponsored pro- 
gram ever broadcast—which went on 
the air Monday with Al Jolson, Deems 
Taylor, and Paul Whiteman and his 
orchestra furnishing the entertain- 
ment. This was quickly followed by 
full-page announcement copy in news- 
papers Tuesday. 

The radio program is scheduled to 
continue for 138 weeks, and the news- 
paper campaign will be carried on 
all summer. 


Store Merchandising 


“In the first two weeks nearly 
10,000 lines of copy will be used in 
a large list of newspapers to tell the 
new story, in addition to radio and 
subway,” J. H. Platt, advertising man- 
ager, said in discussing merchandis- 
ing plans. “Intensive store merchan- 
dising which always plays so impor- 
tant a part in Kraft programs, is a 
vital feature of this campaign. We 
believe that the campaign will prove a 
valuable test of what can be accom: 
plished in the introduction of an en: 
tirely new product through intensive 
advertising and merchandising.” 

Introductory copy carried a “double 
money-back” guarantee, and asserted 
that “thousands prefer it to mayon- 
naise—yet it costs one-third less.” 

The “not too bland, not too sharp. 
not too oily” flavor developed in the 
Kraft patented “miracle whip ma- 
chine” was stressed in the copy. 

J. Walter Thompson Company is 
the agency in charge. 


Florists Organize 
Under Recovery Act 


In line with the provisions of the 
industrial recovery act, plans are un- 
der way to bring the floral industry 
under the regulation of the Associ- 
ated Florists’ Control Board, Detroit, 
composed of members of the three 
large national organizations of the 
industry: Florists’ Telegraphic De- 
livery Association, Society of Amer- 
ican Florists, and Wholesale Com- 
mission Florists. 

Announcement of the plans was 
made by Frank J. Baker, president 
of the delivery association. 


Local Postage Rate 


Is Now Two Cents 


Effective July 1, the postage rate 
for local first class mail returns to 
the two-cent rate in effect before the 
three-cent first class rate was 
adopted some two years ago. 

The effect on the volume of mail 
developed by the lower rate will be 
an important consideration in deter- 
mining whether or not to extend the 
lower rate to all first class mail. 


Akron Agency Will 


Move to Cleveland 


Effective July 1, the main office of 
Clark-McDaniel-Fisher & Spelman, 
Inc., heretofore located in Akron, O., 
will be located in the Guarantee Title 
Bldg., Cleveland. 

The company formerly maintained 
a branch office in the Union Trust 
Bldg., Cleveland, which will be dis- 
continued. 


Dealers Congratulate F ord 


All Detroit Sunday newspapers 
this week carried 1,260-line copy, 
placed and signed by Ford dealers in 
the metropolitan area, congratulat- 
ing Henry Ford on the thirtieth an- 
niversary of the Ford Motor Com- 
pany. 


RETAINS OFFICE 


Charles E. Murphy, New York, who 
was re-elected treasurer of the 
A. F. A. 


Advertising Da 
At Chicago Fair 
Draws Big Crowd 


Chicago, June 30—The luncheon 
at Pabst Blue Ribbon Casino this 
noon, which inaugurated the observ- 
ance of Advertising Day at A Cen- 
tury of Progress, was said to be the 
largest gathering of advertising peo- 
ple ever to assemble in this city. 
More than 700 joined in the festivi- 
ties. 


Basil Church, chairman, Chicago 
Advertising Council, presided at the 
luncheon, while Edgar Kobak, vice- 
president, McGraw-Hill Publishing 
Company and president of Advertis- 
ing Federation of America, intro- 
duced the speakers. 

Grover Whalen, president, Adver- 
tising Club of New York, the princi- 
pal speaker, made a ringing plea for 
a federal sales tax to supplant the 
varied and conflicting state laws, 
which he contended act as a brake 
upon business because no two of 
them are alike. 

He predicted that the industrial 
recovery act would prove of value to 
business and advertising, and he 
urged further education of the pub- 
lic on the purposes and uses of ad- 
vertising, so that the idea that ad- 
vertising is a sort of useless appen- 
dix to the business structure may 
not gain further headway. 

Other speakers at the luncheon 
were Gilbert Hodges, chairman of 
the A. F. A. board, and Homer Buck- 
ley, Buckley, Dement & Co., Chicago, 
who spoke for the Fair and ex- 
plained the operation of the giant 
venture. 

Immediately following the lunch- 
eon the group journeyed to the new 
advertising theater, where, following 
a brief presentation speech by Mr. 
Kobak, and formal acceptance of the 
theater on behalf of the Fair by Ru- 
fus Dawes, exposition president, the 
motion picture of advertising was 
started on its four-month task. 

The film, which was rushed to 
completion in record time, arrived 
at the Fair in the very nick of time, 
coming from New York by plane this 
morning. 


Talking Motion 
Picture Group Meets 


A group of those interested in the 
use of talking motion pictures as 
sales and advertising aids held a ses- 
sion in Grand Rapids on Tuesday 
morning, in conjunction with the an- 
nual meeting of A. F. A. 

All of the speeches included talk- 
ing movies. 


New Quarterly for Men 


Wm. Hobart Weintraub, New 
York, has announced publication Oc- 
tober 1 of Esquire, a quarterly maga- 
zine for men. The venture has been 
underwritten by leading department 
and specialty stores, which will re- 
tail copies at 50 cents each. 


— 
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Women Play 


Large Part 
At Meetin, 


| 
Grand Rapids, Mich., June 29_ A 
Advertising women played an impor. Ly 
tant part in the deliberations of AG. 
vertising Federation of America ang . 
the various allied and affiliaty (Co 


groups which closed here yesterdy§ on Adve 
In addition to a number of womas officio 4 
who appeared on the programs eration. — 
the general sessions and the ya,— New di 
ous departmental sessions, the Coy,§ three ye 
cil of Women’s Advertising Cly), ker, Stal 
held a “women’s advertising foryy president 
on Monday, and an interesting) tio? of 
breakfast on Wednesday. Lang, a 


One of the featured talks at th General 
open forum was that by Mrs. Fregp ‘49: -. 
erick M. Alger, state presiden president 
Women’s Organization for Nationa Company 
Prohibition Reform, Detroit, wy} St 
talked on “Mrs. Consumer Turns th} © ™*"* 
Spotlight on Advertising.” She oy. — 
lined some of the factors in adye. niga 
tising which influence the woma a 18 
buyer favorably and unfavorably, pogo 

Helen Rockey of New York, vice ya 
president of the A. F. A., presided y = Yo 
the forum, the program for whic) green, 
was arranged by Ruth Lichtenberg} poincke- 
Station WWJ, Detroit. Other speak. Chicago. 
ers included Eloise Haven, past mer pre: 
president, Women’s Advertising} Celebr 
Club of Grand Rapids; Christine} ,ration, 
Dawson Greene, past president, Club joi 
Women’s Advertising Club of De organiza 
troit; Josephine Durham, president, tion to 
Women’s Advertising Club of &tJ there. 
Louis; Mrs. Mary Derbyshire, J. M,} jnvitatio 
Bundscho, Inc., Chicago; Cora RJ cision a: 
Geiger, Batten, Barton, Durstine &} he made 
Osborn, Buffalo, N. Y.; and Nan MJ eration 
Collins, president-elect, Philadelphia} The re 
Club of Advertising Women. followin 

At the breakfast speakers inf son, ch 


cluded Mr. Kobak, Louise C. Grace,} were as 
vice-president, Women’s Advertising 

Club of Detroit; Mae Shortle, presi- Th 

dent, Advertising Women of New 4 A 

York; and Mrs. Pauline B. Peters, pga 

president, Philadelphia Club of Ad oli reli 

vertising Women. gether 

to cur 

especial 

° offers | 

Major Market organiz 


cial int 
Papers Dead|:. is 
broad | 
they n 
Detroit, Mich., June 26.— Funeral} other i 
services were held here today for 
Matthew B. Marshall, 39, assistant 
secretary of Major Market News; I» k 
papers, Inc., Chicago, who died early “Truth 
Friday morning at his home in the} ‘Wenty 
Windy City. Federa 
Leslie B. Barton, secretary of} 4cord 
Major Market Newspapers, Inc., who} *dmini 
was a brother-in-law of Mr. Marshall, } '@ding 
was among the numerous advertising } t Stat 
men who paid their last respects to} ‘Ne 8° 
day. fect a 
Mr. Marshall’s death was due toa} ‘his et 
disease following an attack of arth) ' all 
ritis. He retired Thursday night as and d 
usual and was found dead the follow a 


ing morning. ‘ 

Mr. Marshall joined Major Market | '°#80n 
Newspapers, Inc., slightly more than — 
eight years ago. His work brought n 


him into contact with many leading ” the 
4 ment 
newspaper publishers, as well as with Princi 
advertisers and advertising agencies. tee 
He is survived by his widow. Four 
: and tl 
sisters, one brother and his mother covert 
are also living. local 
A. 
. . Co 
Frank Kivlan Joins | a 
pte 
New York Agency | Assoc 
Frank J. Kivlan, formerly New | Inc., 


York manager of Advertisers, Inc. of, A 

has joined Kelly, Nason & Roose 

velt, Inc., New York. 
He began his advertising careef) [hj 


with the New York Times in 1920, | tonoy 

and was connected with MacManu% | pup, 

Inc., Detroit, before joining Adver- vertis 
tisers, Inc. 1 

ing ¢ 

Club Starts Drive ae ; 

The Cleveland Advertising Club is dee 

sponsoring a drive to spur local re pictor 
tail business and to sell the merits 3 
of the city as a summer resort. A f . 

mayor’s committee and local retail ensi' 
merchants are cooperating in the} 4. 

drive. 5 ore 
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JOHNSON LETTER 
IS HIGHLIGHT OF 
AF. A. MEETING 


(Continued from Page 1) 
on Advertising Clubs. Each is ex 
officio a vice president of the Fed- 
eration. 

New directors chosen to serve for 
three years were Alfred J. McCos- 
yer, Station WOR, Newark, N. J., 
president of the National Associa- 
tion of Broadcasters; Chester H. 
tang, advertising director of the 
General Electric Company, Schenec- 
tady, N. Y.; and Henry T. Ewald, 
president of the Campbell-Ewald 
Company, Detroit. Mr. Ewald served 
ably as chairman of the program 
committee for the Grand Rapids con- 
yention. 

Directors re-elected for three-year 
terms were Joseph H. Appel, John 
Wanamaker’s, New York; John Ben- 
son, president of the American Asso- 
cation of Advertising Agencies, 
New York, and Charles C. Young- 
green, executive vice-president of 
Reincke-Ellis-Younggreen & Finn, 
Chicago. Mr. Younggreen is a for- 
mer president of the Federation. 
Celebrating its return to the Fed- 
eration, the St. Louis Advertising 
Club joined with other Mound City 
organizations in inviting the Federa- 
tion to hold its 1934 convention 
there. Montreal also extended an 
invitation for the next meeting. De- 
cision as to the place of meeting will 
be made by the directors of the Fed- 
eration early next fall. 

The resolutions, which were adopted 
following presentation by Mr. Ben- 
son, chairman of the committee, 
were as follows: 


I 


The Advertising Federation of 
America reaffirms its deep faith in 
the efficacy of organized effort, with 
all related interests working to- 
gether to improve advertising and 
to curb destructive competition, 
especially in times of abrupt and far- 
reaching changes like the present. It 
offers to cooperate with all other 
organized bodies representing spe- 
cial interests in advertising, such as 
are included in the Federation’s 
broad membership, to the end that 
they may mutually assist one an- 
other in this common cause. 


II 

In keeping with its principle of 
“Truth in Advertising,” adopted 
twenty years ago, the Advertising 
Federation of America is in hearty 
accord with the aim of the federal 
administration to prohibit false, mis- 
leading, and unfair advertising, and 
it stands ready to cooperate with 
the government in carrying into ef- 
fect any constructive legislation to 
this end, which is broadly applicable 
to all lines of advertised industry 
and does not in itself, or by its 
method of enforcement, hamper le- 
gitimate advertising nor prevent a 
reasonably persuasive advertising 
appeal. 

In this connection, it commends 
to the consideration of the govern- 
ment the Declaration of Ideals and 
Principles adopted by the Federa- 
tion at its last annual convention 
and the following advertising codes 
covering the national field and the 
| local retail field: 

A. For the national field—The 
| scop of Advertising Practices 


oe 


adopted jointly a year ago by the 

Association of National Advertisers, 

Inc., and the American Association 
ia Advertising Agencies, and also 

an Advertising Review Committee 
) to interpret and apply the code. 

This national code classified the 
following practices as unfair to the 
public and tending to discredit ad- 
vertising: 

1. False statements or mislead- 
ing exaggerations. 

2. Indirect misrepresentation of a 
| Product or service through distor- 
tion of details, either editorially or 
Pictorially. 

3. Statements or suggestions of- 
fensive to public decency. 

4. Statements which tend to un- 


} dermine an industry by attributing 


FEATURED SPEAKER 


Princess Alexandra Kro otkin, con- 

tributing editor of "Liberty," who 

spoke at the annual A. F. A. ban- 
quet Monday evening. 


to its products, generally, faults and 
weaknesses true only of a few. 

5. Price claims that are mislead- 
ing. 

6. Pseudo-scientific advertising, 
including claims insufficiently sup- 
ported by accepted authority, or that 
distort the true meaning or applica- 
tion of a statement made by profes- 
sional or scientific authority. 

7. Testimonials which do not re- 
flect the real choice of a competent 
witness. 

B. For the local retail field—The 
Fair Practice Code for Advertising 
and Selling, adopted a year ago by 
the Affiliated Better Business Bu- 
reaus, Inc., which declares unfair 
and against the public interest the 
following practices: 

Misleading advertising. 
Unfair competitive claims. 
Disparagement of competitors. 
Underselling claims. 

“Bait” offers. 

Deceptive statements accom- 
panying cut prices. 


III. 

The Advertising Federation of 
America wishes to assert its confi- 
dence in the immediate future of 
American business and to express its 
belief in cooperative effort by Gov- 
ernment and business, as a means of 
reducing destructive and unfair com- 
petition, to the end that merit may 
prevail, purchasing power be im- 
proved, and profits be made on legiti- 
mate business effort. 

The Federation believes that the 
policy of a fair price for a good 
product will give advertising a bet- 
ter opportunity than ever before to 
appeal to consumers on a quality and 
service basis, and thus lessen waste- 
ful sales effort by creating a more 
active consumer demand. It also 
believes that any effort made by the 
Government to prevent over-produc- 
tion will not operate to restrict the 
volume of advertised goods produced 
to satisfy an augmented consumer 
demand. 


oP te 8 BO pe 


nV. 


The delegates assembled at the 
29th annual convention of the Ad- 
vertising Federation of America de- 
sire to extend thanks to all individ- 
uals and groups that contributed 
their time and talent towards mak- 
ing the convention an event of value 
and inspiration. 

To the President of the United 
States, for his sincere and hearten- 
ing message to advertising men and 
women of the country; 

To General Hugh S. Johnson, Ad- 
ministrator of the National Industry 
Recovery Act, for his encouraging 
letter regarding the relation of ad- 
vertising to the program of indus- 
trial recovery contemplated by the 
Federal Administration; 

To the Honorable John D. Karel, 
Mayor of Grand Rapids, for his cor- 
dial welcome and for his construc- 
tive address to the convention; 

To the many speakers on the gen- 
eral and departmental programs who 
presented the informative and inspir- 
ing messages which formed the very 
substance of the convention; 

To the host clubs and their vari- 


cus local committees, which have 
provided such generous hospitality 
and adequate facilities for the com- 
fort and welfare of all: 
We desire also to express our 
hearty appreciation to the Chair- 
man of the Board, Gilbert T. Hodges, 
President Edgar Kobak; to the offi- 
cers and directors of the Federation, 
the national committees, and the 
staff, for the splendid way in which 
they have planned and conducted the 
convention; 
To the newspapers in Grand Rap- 
ids and throughout the country and 
to news associations, for their help- 
ful cooperation in covering the news 
of the convention; 
To the Kunsky-Trendle Radio Cor- 
poration and the National Broadcast- 
ing Company, for providing their fa- 
cilities for broadcasting the conven- 
tion addresses; 
To the advertising trade papers, 
for their generous support and to 
ADVERTISING AGE for its excellent 
convention daily; 
To the City of Grand Rapids, for 
the use of its beautiful new Civic 
Auditorium; 
To the Boy Scouts for their help- 
ful service throughout the conven- 
tion; 
To the Sea Scout Band and all 
others who contributed to the very 
pleasing program of entertainment; 
To the management of the Hotel 
Pantlind for its cordial and helpful 
service. 


COMMITTEE ON RESOLUTIONS 
John Benson, Chairman 
Joseph H. Appel 
Louis D. Gibbs 
George W. Kleiser 
H. H. Kynett 


The convention got off to an un- 
usually fine start with the reading 
by President Kobak at the opening 
luncheon Monday of communications 
from President Roosevelt and Gen. 
Hugh S. Johnson, administrator of 
the industrial recovery act, lauding 
advertising and indicating that the 
government looks to it for much help 
in achieving the aims of the new 
legislation. 

Both of these communications are 
given in detail elsewhere in this 
issue. 

Following addresses of welcome by 
Lee Mulnix, president, Advertising 
Club of Grand Rapids, and Mayor 
John D. Karel, Mr. Kobak delivered 
the convention keynote address, as- 
serting that the “new era” presents 
a challenge to all engaged in adver- 
tising. 


Advertising Being Increased 


“Smart business men are increas- 
ing their sales and advertising ef- 
forts to take advantage of the imme- 
diate business rise and also are plan- 
ning long-term advertising as insur- 
ance and investment for the future 
profits in store for business and in- 
dustry,” Mr. Kobak asserted. 

“The manufacturer desiring to ex- 
pand his business under General 
Johnson’s regime will find advertis- 
ing of great value. It will tend to 
create consumer demand for his par- 
ticular brand. He no longer will 
face the competition of the chiseler 
as in the past three years. Adver- 
tising will be needed and will be 
used—in greater amounts than in 
any previous period.” 

Pointing out that business cannot 
greatly improve without better dis- 
tribution and better advertising, and 
that advertising’s most important at- 
tribute is public confidence, Mr. Ko- 
bak warned that advertising which 
challenges credulity is tending to- 
ward the destruction of this confi- 
dence. 


Too Much Dramatization 


“The tendency toward dramatiza- 
tion has gone too far,” he said. “Con- 
sumers are beginning to be annoyed 
at advertising copy which attempts 
to create in a product intangible val- 
ues which are not inherent in the 
article itself. Advertising must be 
guided away from the delusion that 
it can create values and must be 
concentrated instead on its real job 
of creating markets.” 

Mr. Kobak also urged further pub- 
lic education of aims and purposes 
of advertising; more study and re- 
search and consequent better copy; 


support of the A. B. C.; elimina- 


tion of destructive competition be 
tween various types of advertising 
mediums; professional standards for 
the vocation; and more statistical 
data. 


Following Mr. Kobak’s talk, Sena- 
tor Arthur H. Vandenberg of Michi- 
gan outlined the accomplishments of 
the new national administration, and 
while frankly pointing out that 
most, if not all of the territory cov- 
ered is totally uncharted, urged com- 
plete support for the administra- 
tion’s efforts to raise the level of 
business. 


Wendell L. Willkie, president, Com- 
monwealth and Southern Corpora- 
tion, New York, followed Senator 
Vandenberg with an impassioned 
plea for individualism in business 
and industry. He scored the “pater- 
nalistic” legislation recently enacted 
and declared that only through indi- 
vidual skill and initiative can the 
country continue to progress. 


Annual Banquet 


A huge crowd attended the annual 
banquet of the association Monday 
evening in the spacious, air-cooled 
main hall of Grand Rapid’s splendid 
new civic auditorium to listen to 
Gilbert Hodges, New York Sun, 
chairman of the A. F. A. board, as 
chairman; Grover Whalen, presi- 
dent, Advertising Club of New York, 
as toastmaster; Postmaster General 
James A. Farley; and Princess Alex- 
andra Kropotkin, contributing ed- 
itor, Liberty. 

Mr. Hodges devoted a portion of 
his talk to an analysis of the indus- 
trial recovery bill as it affects adver- 
tising, and predicted that it will 
have a beneficial effect both on vol- 
ume and quality. 

Dancing on the huge ballroom 
floor followed the dinner. 

Details of the general session 
luncheon on Wednesday, at which 
speakers included C. F. Kettering, 
General Motors Corporation; Sena- 
tor Arthur Capper; Marjorie Shuler, 
Christian Science Monitor; and T. 
K. Quinn, General Electric Company, 
are given elsewhere in this issue. 


Furniture Men 
Hold Sessions 
at A.F.A. Meet 


Grand Rapids, Mich., June 27.— 
With Grand Rapids acknowledged 
as the furniture capital of the coun- 
try, and with a market opening here 
this week, it was natural that one 
of the best attended departmental 
sessions of the A. F. A. today was 
that of Furniture Advertisers’ Con- 
ference. 

The sessions, which last all day, 
were presided over by John N. Nind, 
Jr., Periodical Publishing Company, 
and a well-rounded program featur- 
ing manufacturers, retailers, publish- 
ers and others was presented. 

Speakers included F. H. Mueller, 
president, Grand Rapids Furniture 
Makers Guild; A. P. Johnson, pub- 
lisher, Every Girl; Eagle Freshwa- 
ter, Detroit Times; Oliver Wallace, 
Stevens, Palmer & Stevens, Grand 
Rapids; R. R. Rau, managing direc- 
tor, National Retail Furniture Asso- 
ciation, Chicago; Harry Roche, Mayer 
& Co., Washington, D. C.; Paul Hol- 
lister, R. H. Macy & Co., New York; 

W. M. Longmire, Harbour-Long- 
mire, Oklahoma City; E. M. Wake- 
field, Chicago; George M. Butler and 
Morgan Aldrich, Flint-Bruce Com- 
pany, Hartford, Conn.; M. C. Eil- 
beck, Flint & Horner Company, New 
York; and Emil Klode, Klode Furni- 
ture Company, Milwaukee. 


Taylor Names McLain 


Taylor & Co., Inc., Betzwood, Pa., 
manufacturers of vulcanized fibre 
and laminated phenol fibre products, 
have placed their account with Mc- 
Lain Organization, Inc., Philadel- 
phia. 


Cyclops Has Agency 
Cyclops Iron Works, San Fran- 
cisco, maker of mechanical refriger- 
ators and cranes, has placed its ac- 
count with Julius F. Zederman of 
San Francisco. 


LLiustrate anad 
—and double its 
pulling power. 
"Illustrate" radio 
inthedealer's 
store or window— 
and watch the 
we curve mount! 


EINSON- FREEMAN CO.,! INC. 
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Advertising Wins 


In a recent debate on Advertising vs. 
Personal Selling, provided both cannot be 
afforded, three eminent jurists decided in 
favor of Advertising. 

Important Architects are in every city 
in the country. The expense of seeing 
each one personally several times a year 
is prohibitive. 

ARCHITECTURE is the personal 
magazine of every important architect. 
You can reach these men twelve times a 
year for about fifty cents each. 
today for our plan. 


The Leading Professional Journal 


ARCHITECTURE 


Published by Charles Scribners Sons 
597 FirtH AvENUE New York City 
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Sales Pressure on Chicago 


Business IS better in the Chicago Market. 


tensive campaigns to both consumers and retailers on only a few hours’ 
What would you like to know about our service? 


ADVERTISING CARRIERS 


snd’ Retailers NOW 


The people who make that an 
can contact them in their own homes 
advertising. We plan and start ex- 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


NEW PRODUCTS FOR PEN MANUFACTURER 


with these new liquid paste and mucilage products. The containers 
are unusual because of their pleasing appearance and utilitarian 
characteristics. 


MOVIE STARS TO AID STEWART-WARNER 


Campbell-Ewald Company's display in black and silver at the 
A. F. A. convention w ane bh the products of the agency's clients 
and depicted the new "senses" campaign now being run by the 


agency. 
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A C SPARK PLUG POSTER COMES TO LIFE 


ME,’ Gem & 
NS 00% 


2 ets . = Tre ieee, ce ke 
Rk RSET SSE 2 - RN a ke Pg BESS oe ee ER cae 
SSC A arte cs Same eS ot tence: ° din, 


Three Tampa, Fla., dealers thought the June outdoor poster for A C Spark Plug so effective that they 
have banded together to reproduce it in the flesh. They had the old plug driven around the city for 


NEW DIRECTOR 


Alfred J. McCosker, general man- 

ager, WOR, Newark, and president, 

National Association of Broadcast- 

ers, who was elected an A. F. A. 
director. 


(Left) One of the stills from the new 
series of movies which Stewart- 
Warner is using on behalf of its line 
of radios. Stills from the short mov- 
ies, made by Atlas Educational Film 
Company, will be generously used 
in publication copy and dealer 
helps. 


SERVES AS DIRECTOR 


Charles C. Younggreen, Reincke- 
Ellis-Younggreen & Finn, Chicago, 
re-elected a director of the A. F. A. 


bat 


vam 


no Se Nl 


a week. 


IMPORTANT COGS IN A. F. A. MACHINE 


Earle Pearson, general manager, A. F. A., and Joseph H. Appel, a 
director, snapped with Mrs. Gilbert T. Hodges and Mrs. Appel. 


WHAT A LUCKY LITTLE GIRL! 


The heat and the bath room display in the "Garden of Comfort" 
of American Radiator & Standard Sanitary Corporation at A 
Century of Progress were too much of a temptation for little Jeanne / 

Dadionsn, so she doffed her clothing and jumped in. \ 
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5 Cents a Copy, $1 a Year 


INDUSTRIAL AGENCIES URGE 
PAYMENT OF 157 COMMISSION 


Gray and Kirkgasser Assert 
Time Has Arrived for 
New Method 


Chicago, June 28.—An earnest plea 
for adoption of the agency commis- 
sion of 15 per cent was made today 
by two industrial agents of Chicago 
at a meeting of associate members of 
the National Industrial Advertisers 
Association at Medinah Athletic 
Club. George Hays, Penton Publish- 
ing Company, Cleveland, presided 
over the gathering of publishers and 
representatives. 

The importance of the agency com- 
mission was stressed by Russell T. 
Gray and George J. Kirkgasser, both 
well known in industrial advertising 
circles. 

“The agency commission repre- 
sents a definite method of paying for 
a service,” said Mr. Kirkgasser, in 
opening the subject. “It is vital to 
all concerned that publishers accord 
serious consideration to this proposal 
right now, when the time is so pro- 
pitious for new and better ways of 
doing things.” 

While in the boom days, the serv- 
ice basis of compensating agencies 
got along without too close a scru- 
tiny from advertisers, the lean years 
have caused them to give consider- 
able consideration to the subject. 


A Vexatious Question 


“The question is constantly recur- 
ring in the thoughts and statements 
of advertisers,” said the agency man. 
“They see an extra charge in connec- 
tion with the space used in certain 
publications and ask what it is for. 
When told, they want to know why 
uniform methods do not prevail in 
the publishing field. The payment 
of a fee is unquestionably becoming 
more and more irksome to a large 
number of advertisers.” 

Russell T. Gray supported this ar- 
gument in an unusual, but effective 
way. He read from the published 
works of John A. Hill, famous indus- 
trial publisher, of 1913 and 1905. 
Even to the audience, familiar with 
the evolution of the business pub- 
lishing field and the advertising 
agency, some of the twenty-year old 
assertions of the publisher appeared 
anachronistic. 

“I am for the advertising agency 
in the general field,” wrote the pub- 
lisher, “but see no niche for them in 
the industrial advertising business. 
Most of them can neither write ef- 
Tective copy nor develop business. In 
Most cases, their service merely re- 
Sults in a double charge on the pub- 
lisher.” 

The publisher wrote that he for- 
Merly refused business offered by ad- 
Vertising agencies, though he admit- 
ted that “there may come a time 
When such business will be as wel- 
come as that from any other source.” 

Turning back to 1905, to another 
epistle by Mr. Hill, Mr. Gray found 
the word “leech” applied to the ad- 
vertising agencies of those days. 


Time Has Come? 


Speaking for himself, Mr. Gray 
urged his audience to decide 
Whether the time has not come for 
all industrial publishers to agree on 
Payment of the agency commission, 
Not for the benefit of the agencies or 
advertisers, “but for their own self- 
ish interests.” 

\" agreed with Mr. Kirkgasser 


SAYS ADIEU 


Forrest U. Webster, retiring presi- 
ident, N. |. A. A. 


that the issue was not a vital one a 
few years ago, but that it has grad- 
ually been coming into more promi- 
nence until it now yields the spot- 
light to no other factor in relations 
between advertisers, agencies and 
publishers. 

E. R. Shaw, publisher of Power 
Plant Engineering, Chicago, said he 
has studied the question for many 
years, and has found logic on both 
sides, but has been unable to reach 
any conclusion. 

Another publisher asked whether 
adoption of the agency commission 
by a publication would result in rate 
increases. 

Mr. Kirkgasser did not have a di- 
rect answer for this question, beyond 
indicating that every advertising 
rate has to be justified. 

He took the attitude, however, that 
the operations of the agency save 
selling expense for the publisher. 


Strategy of 1933 

Mr. Kirkgasser’s discussion started 
as an exposition of “Merchandising 
Strategy in 1933,” but he said he has 
seen none thus far. He said the 
bookkeeping mind has been at the 
helm in industry for several years 
and the sales-minded executive has 
had little opportunity to function. 
Salesmen have grown apathetic. One 
forgot to quote on an order for 5,000 
motors when invited to do so. 

He said few companies with sur- 
pluses have used them to finance sell- 
ing or advertising. This state of af- 
fairs, however, is due to undergo a 
revolution in the next six months, he 
suggested. 

He concluded by saying manage- 
ment as a whole is still dubious 
about the advantages of advertis- 
ing. 

“It is willing to spend money for 
insurance policies to protect plants,” 
commented Mr. Kirkgasser, “but lit- 
tle for insurance policies to protect 
prestige and brands. Few realize 
that a product made in a shed would 
be bought if it carried a trade-mark 
that stood for long and faithful serv- 
ice.” 


George V. Christie 
Leaves Gifford-Wood 


George V. Christie, general sales 
and advertising manager of the Gif- 
ford-Wood Company, Hudson, N. Y.. 
has resigned effective July 1. 


New Prosperity Predicted 
By Industrial Advertisers 


Organize for More Orders, 
N.I.A.A. Is Told at 
Annual Meet 


Chicago, June 28.—The Century of 
Progress Industrial Marketing Con- 
ference and eleventh annual conven- 
tion of the National Industrial Ad- 
vertisers Association came to a bril- 
liant close today with the election of 
Howard F. Barrows, Austin-Western 
Road Machinery Company, Chicago, 
as president. 


The three-day meeting was ram- 
pant with enthusiasm and optimism. 
Both were responsible for a surpris- 
ing outpouring of members. Regis- 
tration ran well past the 150 mark, 
comparing favorably with some of 
the conventions held at the height 
of prosperity. 

Speaker after speaker emphasized 
his belief that the immediate prob- 
lem is to shift sales and advertising 
departments into high gear for the 
better business which has already 
made itself felt in some quarters, and 
which is immediately ahead for 
others. All reiterated their convic- 
tion that there are going to be more 
orders and more advertising from 
now on. 

The resolutions reflected this senti- 
ment. Chief of those presented by 
the committee headed by A. Brog- 
gini, National Carbon Company, 
Cleveland, was one urging further 
passage of the model statute on false 
advertising now on the law books of 
twenty-five states. This, it was as- 
serted, is a necessary move in help- 
ing preserve better times after they 
are here. 

Other resolutions thanked Ciass & 
INDUSTRIAL MARKETING for its un- 
swerving support of the N. I. A. A,, 
and the Chicago members, who 
through the Engineering Advertis- 
ers’ Association, acted as _ hosts. 
Other locals were also praised for 
their self-starting proclivities. 


Gift for Webster 


Forrest U. Webster, on whose 
broad shoulders fell the task of buck- 
ing the last and most severe year of 
the depression, was voted a life mem- 
bership in recognition of his fine 
work. 

Mr. Barrows, who was elected to 
the presidency from the position of 
first vice-president, will be assisted 
in his administration by the follow- 
ing staff: 

First vice-president, Gregory H. 
Starbuck, General Electric Co., Sche- 
nectady, N. Y.; second vice-presi- 
dent, R. Davison, New Jersey Zinc 
Co., New York; third vice-president, 
J. R. Kearney, Jr., J. R. Kearney 
Corp., St. Louis; secretary-treasurer, 
Allan Beach, Littleford Brothers, 
Cincinnati. 

Directors were elected as follows 
for two-year terms: Chicago chap- 
ter, Milo E. Smith, Chicago Bridge & 
Iron Works; Cincinnati, William Me- 
Fee, American Rolling Mill Com- 
pany; Milwaukee, Leonard P. Nies- 
sen, Cutler-Hammer, Inc.; Cleveland, 
A. Broggini, National Carbon Com- 
pany; New York, George R. Holmes, 
SKF Industries, Inc.; Philadelphia, 


L. R. Garretson, Leeds & Northrup; 
director-at-large, Roger A. Poor, Hy- 
grade Sylvania Corp., Salem, Mass. 

Mr. Weaver served as chairman of 
the nominating committee. 


N.1. A.A. LEADER 


H. F. Barrows 


Chicago, June 28.—Howard F. 
Barrows, new president of the N. I. 
A. A., owns the unique distinction of 
having had only one job—or rather 
one company—during his career. He 
started with Austin-Western Road 
Machinery Company as a youth of 
eighteen, and, though twenty-two 
years: have rolled dround, he lingers 
on, . 

Mr. Barrows’ early training was in 
the sales department, and though he 
became advertising manager twelve 
years ago, he never regrets the 
twist of fate which set him on the 
trail of the elusive order and hard- 
boiled buyer. 


He has acquired the habit which 
would be described by a ball-player 
as “making the hard ones look easy.” 
He never yells or waves his arms in 
the air, but somehow his department 
gets a lot of things done and is al- 
ways looking for more to do. 


Mr. Barrows served as chairman of 
the program committee for the Chi- 
cago convention of the N. I. A. A. 
this year. As usual, he did a thor- 
ough job. 


Tichenor Purchases 
“Aviation Engineering” 
Following his purchase of Aviation 
Engineering, New York, Frank A. 
Tichenor, publisher of Aero Digest, 
announced that merger of the former 
with the Digest, with the July issue. 
The American Legion has selected 
Aero Digest as its official medium for 
recording aeronautical activities of 
the recently-formed American Legion 
Aviation Commission. 


The following directors hold over: 

Chicago, W. I. Brockson, Steel 
Sales Corporation; Cincinnati, Fred 
G. Berling, The Lunkenheimer Com- 
pany; Milwaukee, F. O. Wyse, Bucy- 
rus-Erie Company; Cleveland, Glenn 
H. Eddy, Ohio Brass Company; New 
York, L. H. A. Weaver, Superheater 
Company, filling unexpired term of 
J. R. Schmertz, Mathieson Alkali 
Works. 

Philadelphia, W. R. Kort Kamp, 
Dill & Collins Company; St. Louis, 
H. von P. Thomas, Bussmann Manu- 
facturing Company, filling unexpired 
term of J. R. Kearney, Jr., J. R. 
Kearney Corporation; director-at- 
large, Don Allshouse, Northern 
Equipment Company, Erie, Pa. 


Association Strengthens 
Weak Spots Revealed 
by Experience 


Chicago, June 28.—The National 
Industrial Advertisers Association 
made some important changes in its 
set-up today, as it concluded its 
three-day convention at Medinah 
Athletic Club. These changes, rec- 
ommended by Don Allshouse, North- 
ern Equipment Co., Erie, Pa., as 
chairman of the steering committee, 
are designed to strengthen the major 
organization by reiterating the im- 
portance of the local chapters. 

Mr. Allshouse said it is essential 
that the president be given assist- 
ance in the operation of the N. I. A. 
A. To this end, an activities commit- 
tee will be appointed to co-ordinate 
the work of the various locals, and 
to protect the interests of the entire 
membership. This committee, to be 
comprised of from three to five mem- 
bers, will have authority to take any 
step it regards as advisable at any 
time. The first vice-president will 
serve as chairman of this committee. 

Each local association will appoint 
a corresponding secretary, having 
the duties of keeping other locals ap- 
prised of leading activities. 

To Respect Territory 

As a result of Mr. Allshouse’s re- 
port, no national campaign for mem- 
bers will be staged in territory cov- 
ered by any local. The national di- 
rectors will become ez officio mem- 
bers of their local boards, by way of 
further correlation of effort. 

The regional meetings of directors 
instituted by New York will be ex- 
tended. The N. I. A. A. will also 
give close consideration to the advis- 
ability of establishing homogenous 
groups. Those interested in the 
electrical field, for instance, might 
have a departmental. 

Most of the present major activi- 
ties of the N. I. A. A. will be contin- 
ued. Included in the list are the 
survey of advertising rates and of a 
new publisher’s statement, reported 
elsewhere in this issue. 

Under the heading of new activi- 
ties, is the work of a committee ap- 
pointed to determine the true and 
proper function of catalogs. The 
chairman is H. L. Fisher, vice-presi- 
dent of Rickard & Co., New York. 

In his annual report, Mr. Web- 
ster, retiring president, said the N. 
I. A. A. has made a remarkable show 
of vitality. Membership has_ re- 
mained almost constant, holding at 
500 at present, as compared to 502 a 
year ago. 

The association also changed the 
constitution and by-laws, making it 
possible for an officer or director to 
resign or be removed by a majority 
vote of the board. It also provided 
that members shall elect both direc- 
tors and officers, instead of directors 
only, who have been empowered to 
choose officers. 


Abolish One Class 


Even more important is the aboli- 
tion of the class memberships which 
have existed heretofore. 

Leading up to this busy last day 
was a fast-moving convention that 
was geared to the new tempo of the 
country. Most of the addresses were 
short and to the point. Presiding of- 
ficers were changed with each ses- 
sion, so that driving power was al- 
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ways present. Mr. Webster wielded tention of industrial executives visit- manager, Republic Steel (po ’ 
the gavel Monday morning, giving Texas Hotel Men ing Chicago during A Century of BIG COME -BACK Youngstown, O. His subject = 


way to Mr. Barrows in the afternoon. 

Mr. Starbuck did the honors Tues- 
day morning, and Mr. Davison 
swung the stick in the afternoon. 
Mr. Brockson presided Wednesday 
morning. 

The annual dinner was staged 
Monday night, in collaboration with 
the E. A. A. All of the talking was 
done by a galaxy of radio and stage 
stars provided for the occasion. 

The principal address was deliv- 
ered by Douglas Malloch, famous hu- 
morist and poet, who convinced his 
listeners that the depression is about 
over. Julius Holl, Link-Belt Co., Chi- 
cago, was chairman of the enter- 
tainment committee which arranged 
the banquet. 


Get New Publication 


Texas Hotel Reporter has started 
publication at Fort Worth as official 
organ of the Restaurant Association 
of Texas. Editorial offices will be 
situated in Dallas. 

W. B. Moore is business manager 
of the new paper, which has an 
83,x11\% type page. 


Toledo Scale Opens 
Exhibit of Research 


An exhibit of practical research 
has been opened at its Chicago office 
at 2033 S. Michigan avenue by Toledo 
Scale Company. 

The purpose is to bring to the at- 


Progress Exposition the results of 
the company’s program of research. 


Red Top Steel Post 
Gets Arthur Thompson 


Arthur W. Thompson has been ap- 
pointed sales manager of the Red 
Top Steel Post Company, Chicago. 
He succeeds Luther H. Atkinson, 
who recently became general sales 
manager of the Wood Conversion 
Company, Cloquet, Minn. 

Mr. Thompson has been associated 
with the company for ten years and 
has been assistant sales manager 
since 1927. 


IS EFFECTED BY 


Flood of Orders 


Chicago, June 27.—A remarkable 
picture of improvement in business 
was reported to the National Indus- 
trial Advertisers Association today 
by L. S. Hamaker, sales promotion 
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READER SERVICE: As an adjunct to THOMAS' 
REGISTER, this monthly publication is devoted to report- 
ing new and improved industrial products—everything 
that might otherwise be found by searching numerous 
other publications—and considerable not to be found 
elsewhere—all combined in one publication. 


CIRCULATION: Aims at complete coverage of indi- 
viduals concerned with plant operation and purchasing 


Plus others having an interest in news of new and im- 


ITS PURPOSE: To enable all these ‘KEY’ men to 
keep currently posted, with the maximum of convenience 
and minimum of effort—and all cumulatively indexed 


equipment and products already on the market, and 
complete lists, of all manufacturers, of anything required 
—vastly to the benefit of the manufacturers whose descriptive 


Long known as the most complete and efficient book 
of its kind, it now serves with increased value, as the 


. They prefer, ORDER and PAY 


In a circulation appraisal based upon QUANTITY of 
QUALITY, and total volume of purchasing, 
THOMAS’ rates far above any other. 


Briefly, that is why THOMAS' 
display advertising of over 2,000 companies. 


manufacturing. 


Geared up with Indus- 
trial Equipment News, 
the service of Thomas’ 
Register as the leading 
Buyers’ Guide Reference 
_Bogk is obviously greatly 
enhanced. Every month 


men will watch Industrial 
Equipment News for 
"what's new,’ and be di- 


plant operating 


rected to Thomas’ Reg- eo ruse 
ister for products al- EVERYWHERE 
ready on the market. Nagy Fine and Mig Co 
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THOMAS' REGISTER, the only A.B.C. circulation Buyers’ Guide 
. the oldest in individual existence, published since 1905. 


The REGISTER contains 4500, 9x12 pages (1500 pages more than 
any other), separately listing and rating all manufacturers of every- 
thing from ''Abrasives'' to "'Zinc,"' with more than 9000 descriptive 
advertisements which add to its informative value. 
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Among the thousands of commendatory letters and requests to place indi- 
vidual operating men on the mailing list of Industrial Equipment News, more 
than 500 are from organizations in the over $10,000,000 class, asking from 5 to 
15 copies each. The following are typical verbatim comments from these upper 
class concerns: 

From an Electrical Concern 


instead of looking through several magazines, can get all new equipment news from |.E.N. 
. . . listing ten individuals, work managers at our various plants, to receive the paper." 


DIRECT THESE MEN 


descriptions of other 


by more than 25,000 
upper rated industrial 


See A. B.C. audit 


From a Plant Engineer of an Oil Company 
lookout for a publication of this kind." 


From Machinery Manufacturer " 
items put on the market, extremely valuable to industry as a whole.” 


From Plant Supt. of Cereal Milling Company ". . 
name on your list." 


From Supt. of Chemical Plant". . 


From a Glass Manufacturing Concern 


From Chief Engineer, Explosive Manufacturing Concern ' 
ent to engineers—I am glad to receive it." 


. . gives a very 


And the following on its connection with Thomas’ Register. 


"A most valuable supplement to the indispensable Thomas’ Register." 


. A real step forward by Thomas’." 


REGISTER carries the 


. A tribute to Thomas’ Register alertness." 


"Congratulations are in order to Thomas’ Register in foreseeing the need." 


. shown to our men. . 


. very interesting . . 
. most instructive." 


. . fills a want . 


. feel service very helpful . . . 


. mighty fine service . . keep my 


. send it regularly.” 
. have been on the 


. supplies a want long appar- 


quick, comprehensive picture of all new 


“Getting Down to Cases in Industri, 
Advertising.” 

There will be no summer ly] in 
the steel industry this year, he told 
the N. I. A. A. The Government & 
pushing the construction feature of 
the industry recovery bill with all 
speed, much of the engineering wor, 
having been completed. 

“Railroads will start buying ag 
soon as their weekly Carloadings 
reach 600,000, which will permit them 
to earn their capital charges,” Mr. 
Hamaker said. “They are already 
around the 580.000 mark.” 

The decentralization plans of the 
new administration at Washington 
will create a tremendous market for 
steel houses, he believes—possibly 
one as large as the automobile jp. 
dustry! 

The steel business has increased 
300 per cent in the last few months 
and the peak is not yet in sight, 
Some individual steel companies are 
running at 100 per cent capacity. 

“And steel follows general condi- 
tions—it doesn’t lead,” he pointed 
out. “So whether or not the im. 
provement has hit your business, 
rest assured that better times are 
on the way.” 

Ready for Action 

He urged the industrialists to 
keep their advertising plans as flexi- 
ble as possible. As a case in point, 
he said that Republic Steel Corpo- 
ration profited by advertising heay- 
ily to the hotel and restaurant in- 
dustry when it became apparent that 
the use of stainless steel in beer dis- 
pensing equipment would be larger 
than the immediate market for that 
product in the brewing industry. 

“Remember that _ advertising 
should precede the arrival of the big 
business wave,” he told his audi- 
ence, “instead of waiting until it is 
here.” 

However, he advised against ad- 
vertising to any market, no matter 
how promising, until the advertising 
department has convinced itself that 
there is a real market. He gave 
these objectives in the order of their 
importance: 

1. Keep management sold on ad- 
vertising by showing it tangible re- 
sults. 

2. Keep the sales force enthusi- 
astic about advertising’s help. In 
Mr. Hamaker’s case this is accom- 
plished by frequent “barnstorming” 
trips to district offices. 

3. Help your distributors adver- 
tise and sell. 

Room for Improvement 

While the industrial advertising 
field has never been guilty of some 
of the practices which have gained 
ground in general advertising, Mr. 
Hamaker said, it has plenty to blush 
for. 

“Advertising of any kind accumu- 
lates barnacles in times of too much 
prosperity,’ continued Mr. Hamaker. 
“The only way to overcome this con- 
dition is to get back to fundamentals. 

“In our case we forgot all we knew 
or thought we knew about mediums 
and made a brand new appraisal of 
all. Some old papers were dropped 
from the list and some new ones 
added as a result.” 

Republic Steel Corporation is 
spending part of its appropriation 
on a monthly advertising portfolio 
for its own executives and salesmen 
at its twenty plants. While Mr. | 
Hamaker deplored this necessity,*he 
said he knows of no other way to | 
keep a far-flung organization ap 
prised of the things the advertising 
department is trying to do for it. 

The steel industry, he said, is di- 
rected largely by men who have 
come up through the production side 
to positions of responsibility. While 
many are somewhat skeptical about 
the value of advertising, the indus- 
try as a whole is now more sold on 
advertising than ever before, because 
it has digested the bitter lesson that 
mere reduction of production costs 
will not yield profits. 


The Pittsburgh delegation came 
to the N. I. A. A. convention deter 
mined to entertain the organization 
next year. Medinah Athletic Club 
was plastered with placards bearing 
the legend, “Pittsburgh in 1934.” 
This was followed by distribution 
of a reprint of a tribute in verse 
paid to the Pennsylvania city by 


R. H. L., of the Chicago Tribune. 
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Co-Ordination Is Still Needed 


Most industrial advertising cam- 
paigns, as was made evident in the 
numerous interesting presentations 
at the convention of the National In- 
dustrial Advertisers Association in 
Chicago this week, are based on 
sound ideas, and the failure of some 
of them to get maximum results is 
due to lack of complete co-ordina- 
tion. 

Product development and market 
Tesearch may be intelligently car- 
ried on, advertising and sales pro- 
motion effectively developed, and 
merchandising and field selling ag- 
gressively organized, but the test of 
the marketing effort as a whole 
comes in making all of these activi- 
ties work together. 

This does not happen accidentally. 
On the other hand, the most success- 
ful program is based on setting up 
within the organization a group 
function of co-ordination, based on 
representation for all of, the various 
departments concerned, and includ- 
ing design, production, sales and ad- 
vertising. 

This is particularly important in 
the case of new products, for the de- 
velopment of complete knowledge 
and enthusiasm on the part of the 
sales organization, as well as the ad- 
vertising and sales promotion divi- 
sion, is determined chiefly by the 
way in which the plan is gradually 
unfolded to all of those interested. 
Instead of being sprung on the sales 
and advertising divisions as a fin- 
ished job, they have a hand in plan- 
ning and presenting it, and are ac- 


cordingly familiar with every detail, 
especially from the standpoint of 
sales opportunities. 

As Bennett Chapple, vice-presi- 
dent of the American Rolling Mill 
Company, pointed out, many adver- 
tising executives have had a larger 
part in the product development 
work of their companies during the 
past few years than ever before, and 
consequently can appreciate fully 
the importance of having every fac- 
tor of the business fully informed 
regarding all stages of the develop- 
ment project. 

The appointment of a co-ordinator 
whose job it is to insure smooth 
workings of the entire group, espe- 
cially in planning the development 
of new products, was recommended 
by James R. White, vice-president 
and sales director of Jenkins Bros., 
a house which has been notably suc- 
cessful in putting over the new 
products which it has offered during 
the period of reduced volume on 
standard lines. 

Marketing is not a single effort, 
but a group of specialized activities, 
which must work as a team if the 
results are to be entirely satisfac- 
tory. It is in the establishment of 
a definite program of co-ordination 
that the industrial marketing execu- 
tive is finding many of his most 
promising opportunities, for in spite 
of all that has been said and written 
on this subject, it remains the one 
point at which the chief weaknesses 
of marketing programs tend to de- 
velop. 


Balanced Industrial Advertising 
Campaigns 


What is the complete industrial 
advertising campaign? 

The answer is determined largely 
by sales objectives and immediate 
advertising assignments, but in gen- 
eral it may be said that the most ef- 
fective campaign is that which is 
properly balanced. This is especially 
true if advertising is understood to 
include the functions sometimes sep- 
arately grouped under sales promo- 
tion. 

It has frequently been said that 
the three principal tools of the in- 
dustrial advertiser are business pa- 
pers, direct mail and catalogs. The 
fact that all three were well repre- 
sented in the campaigns exhibited at 
the annual convention of the National 
Industrial Advertisers Association, 
and particularly those which re- 
ceived certificates of award, indi- 
cates that industrial advertisers ap- 
preciate the fact that each supplies 
a specific service and a definite op- 
portunity for action. 


The emphasis properly placed at 
present upon sales promotion and 
co-operation with salesmen has not 
reduced the appreciation of the 
broad background of interest and 
acceptance which it is necessary to 
obtain among industrial executives 
generally in behalf of products old 
and new. Hence the industrial press 
continues to be the backbone of 
many outstanding campaigns. 

On the other hand, the need of de- 
tailed information regarding com- 
petitive products, especially when 
personal sales contacts have been 
reduced in number, continues to in- 
dicate the importance of the catalog, 
and its place in the standard indus- 
trial advertising campaign is there- 
fore particularly stressed at this 
time. 

No one type of medium is com- 
plete in itself, and the balanced 
campaign offers the best assurance 
of reaching the desired objective. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


8e. A National Survey of Catalogue 
Practice in Engineering and Indus- 
trial Buying. Published by F. W. 
Dodge Corporation, New York. 


8f. A Study of the Catalogue 
Practice of 209 Companies Who Sell 
in the Industrial Market. Compilation 
of a survey of methods of issuing 
and distributing industrial catalogs. 
Published by F. W. Dodge Corpora- 
tion, New York. 


22. Baking Industry, Facts and 
Figures. A statistical study of the 
commercial baking field. Published 
by Bakers’ Helper, Chicago. 


51. Steel, Basic to Industry. A 
booklet of 32 pages, particularly in- 
teresting because of its history of the 
steel industry in this country. Pub- 
lished by Penton Publishing Com- 
pany, Cleveland. 


72. The 845 Organizations Listed 
on the New York Stock Exchange 
with Capital Ratings. A printed book- 
let issued by the Thomas Publishing 
Company, New York. 


84. 1930 Inventory of Metal-Work- 
ing Equipment. A 70-page survey 
covering the metal-working field 
issued by American Machinist. 


86. The Bus Industry’s Record in 
1931. A printed booklet containing 
data and charts. Published by Bus 
Transportation, New York. 


87. Engineering Construction Mar- 
kets. Printed house organ containing 
news and data on engineering con- 
struction field. Published by Engi- 
neering News-Record and Construc- 
tion Methods, New York. 


90. The Transit Industry. A book- 
let containing the data compiled for 
the annual statistical issue of Transit 
Journal, New York. 


97. The Industrial Market—Where 
It Is—How to Reach It. A booklet of 
more than 20 pages, including a sum- 
mary of the county breakdown of the 
Census of Manufactures and maps 
showing the important industrial 
counties of the United States and lo- 
cations of industrial distributors. 
Published by Mill Supplies, Chicago. 


100. A Survey of Buying Power 
in the Mechanical . Industries. A 
booklet analyzing the distribution 
of buying power in the metal-work- 
ing and mechanical industries, and 
developing a new measure for in- 
dustrial buying power. Published by 
Machinery, New York. 


101. Steam Plant Practice in the 
Meat Packing Field. A report of an 
engineering conference for the dis- 
cussion of trends in the design and 
equipment of steam plants for the 
production of steam for processing 
and power purposes. The National 
Provisioner, Chicago. 


102. Marketing Beer - Dispensing 
Equipment. This is the title of a brief 
analysis of the distribution problems 
confronting manufacturers of bar fix- 
tures, including cooling units, beer 
faucets, block tin pipe and coils, beer 
pumps, tapping apparatus and com- 
plete bars. It indicates the plumbing 
dealer as a merchandiser of this 
equipment. Published by Domestic 


Engineering, Chicago. 
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"Miss Markley, | feel like signing something." 


—The Chatterbox. 


Manufacturers Need 
Buying Policy Too 


To the Editor: We believe that if 
all manufacturers could adopt a buy- 
ing policy, as well as a selling pol- 
icy, distributors and jobbers would 
find greater stability in their fields. 


The adoption of a sound and defi- 
nite buying policy by manufacturers 
whose products are sold through dis- 
tributors and jobbers would have a 
steadying effect on the selling prices 
of their own products. 


We are enclosing a copy of one of 
our recent advertisements, ‘“‘We Buy 
as We Sell,” explaining our buying 
policy. Within a short time, we ex- 
pect to announce to our distributors 
a unique and effective extension of 
this buying policy. 

This evidence of interest in our 
distributors has increased their in- 
terest in Milford hack saw blades; 
more distributors and jobbers in all 
trades are selling them than ever 


before, and there are more actual 
users. 

A. W. TUCKER, 
Secretary, Henry G. Thompson & 


Son Co., New Haven, Conn. 
7, VF F 


Lubriplate—Big 
Success of 1933 


To the Editor: Your June issue 
has just reached me and I wish to 
take this means of thanking you for 
the excellent article in behalf of 
Lubriplate. 

I wish to furnish copies of that 
issue to a number of my associates 
and will be pleased if you will dis- 
patch twelve copies to us. 


R. L. Watts, 
Lubriplate Corporation, 
New York City. 


7 =. ¥ 


What Is Largest 
Trade Paper Copy? 


To the Editor: I am sending you 
a copy of the June issue of Diesel 
Power, feeling that you will be inter- 
ested in it because of the size of the 
advertisement carried by our com- 
pany. 

As far as we have been able to de- 
termine, this is the largest single 
advertisement ever carried in any 
issue of a business or trade publica- 
tion. 

The advertisement consists of 103 
pages. It was placed to show our 


confidence in the future, our feeling 


Voice of the Industrial Advertiser 


CARDS ON TABLE 


We Buy as We Sell 
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One of the first advertisements 
ever printed laying down the buy- 
ing policies of a manufacturer. 


that business is definitely improving, 
and also because our company cele 
brates its 103rd birthday this year. 


W. T. Warts, 


Fairbanks, Morse & Co., Chicago. 
a aA aA 
Mine-Generated Power 


Trend in Coal Field 


To the Editor: The coal mining 
industry threatens an_ extensive 
trend back to mine-generated power 
at the expense of the central station 
lines now being tapped. 

Probably no other domestic mal: 
ket for power plant equipment offers 
more logical and extensive neW 
equipment possibilities this year. 

One Chicago consulting engineer 
informs us he is studying power 
costs for seven coal-mine clients, one 
of whom can save over $3,000,000 the 
next four years by turning from pur 
chased to mine-generated power. Ob 
viously, such power plants will 
quickly return their costs out of d 
rect power savings. 

This is the kind of business which 
power plant equipment manufactur 
ers can promote and close with coal 
mine executives looking for lowe! 
costs. 

H. W. CLARKE. 


tions, McGraw-Hill Publishing C0 


New York 


Manager, Advertising and Publicity, 


Publishing Director, Mining Public) 
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ADVERTISING AGE 


KARD SEES 
C0-ORDINATION 
AS VITAL LINK 


urges Creation of Board of 
Marketing 


Chicago, June 26.—An urgent plea 
for co-ordination of all marketing 
activities of industrial advertisers 
was presented to the National Indus- 
trial Advertisers Association today 
py W. L. Rickard, head of Rickard & 
Co. New York agency. Mr. Rickard 
was accorded the honor of delivering 
the first address on the N. I. A. A. 
program, and he gave the big con- 
yention plenty to think about. 

He suggested that the brains and 
ability which have always been pres- 
ent in industrial marketing have not 
had a chance to function properly be- 
cause of the rigid barriers set up 
between departments. In this re- 
spect, industrial advertisers have 
lagged behind those in the general 
field. 

Mr. 
couraging picture of how many ex- 
ecutives in the present industrial or- 
ganization fail to grasp the complete 
picture, but confine themselves to the 
details of their own particular jobs: 

Market research. “Oh yes,” the 
sales manager admits. “The boss 
spent a lot of money on it a few 
years ago. The report is knocking 
around here somewhere. I have been 
too busy selling to pay much atten- 
tion to it.” 

Product design. “That’s the jeal- 
ously guarded prerogative of the engi- 
neering and production departments. 
They design things and give them to 
me to sell.” 

Advertising. “What does the sales 
department know about advertising? 
I'm the advertising manager and I 
get up the kind of advertising I think 
they ought to have.” 

Sales promotion. The boss speak- 
ing: “If we have to do all the selling 
for our salesmen, what sense is there 
in paying them salaries or commis- 
sions?” 

Treasurer’s Viewpoint 


Merchandising. “Say,” comments 
the treasurer, “it’s up to our jobbers 
and dealers to do their own selling. 
That’s what we give them a big dis- 
count for.” 

Field selling. The sales manager 
again: “If they would only let me 
have some of the money they are 
spending on advertising and that sort 
of thing, I’d hire a few more sales- 
men and show them things.” 

This is by no means an exagger- 
ated picture, Mr. Rickard asserted. 
Internal concord must succeed dis- 
cord and internal co-operation must 
succeed competition if results are to 
be secured. 

He described this idealized set-up, 
which one company has already 
adopted: 

“First, I would have a marketing 
manager, or marketing coordinator, 
to serve as chairman of a marketing 
board. On this board would be the 
field sales manager, advertising man- 
ager, sales promotion manager, mer- 
chandising manager, market research 
council and product designer. Under 
the leadership of the chairman this 
board should originate and control 
all marketing policies, determine ob- 
jectives and plan and coordinate all 
activities.” 

The company which has followed 
this formula has changed some of the 
titles, without disturbing the essen- 
tials. The chairman is called vice- 
president in charge of sales, but is in 
fact director and coordinator of all 
marketing activities from market re- 
search to field selling. 

Turning to the “new deal,” as in- 
dicated by the powers at Washington, 
Mr. Rickard asserted that no gov- 
ernment in this country is powerful 
enough to declare and make effec- 
tive a moratorium on competition. 
The industrial recovery act, he as- 
Serted, merely establishes new rules 
for the competitive game of business. 
And there is little new in this, “for 


URGES TEAM-WORK 


W. L. Rickard, keynoter at big 


convention. 


adoption of new rules has occurred 
in the past, is occurring now and 
will continue to occur in the future. 


Welcomes New Rules 


“If these new rules will wipe out 
the dirty competition of the sweat- 
shop with the modern factory and 
that of the ‘gyp’ manufacturer, with 
low wages, low quality and low 
prices, then more power to them,” he 
said. 

“Throughout all of these changes 
advertising and selling will retain 
and enlarge the important place they 
hold in marketing the products of 
industry. Of this I am certain.” 

Mr. Rickard said industrial mar- 
keting is confronted with an amazing 
opportunity. 

“The cold fact is that more than 
55 per cent of all of the operating 
and production equipment in use to- 
day is obsolete and cannot produce 
in competition with highly developed 
modern equipment,” he declared. 

He laid stress on the importance 
of product design as a selling tool, 


asserting that an inferior device of 
superior appearance often wins out 


NEW VICE-PRESIDENT 


Gregory H. Starbuck, elected first 
vice-president, N. 1. A. A. 


against a superior piece of equip- 
ment of poor appearance. Mr. Rick- 
ard paid tribute to trained artist- 
designers: 

“I have found them intensely prac- 
tical and surprisingly sales-minded. 
Design to them does not mean fussy 
or intricate ornamentation, but ap- 
propriate line, form, material and 
color.” 


Predicts New System 


Mr. Rickard believes the old mass 
production system is doomed. 

“Just what principle will replace it 
I do not know,” he said. “It may 
be a multiple unit system of produc- 
tion, involving a number of complete 
production units of small size which 
can be thrown into or cut out of op- 
eration as required. 

“On the other hand, some indus- 
trial engineers believe the day of the 
gigantic manufacturing’ establish- 
ment is about over, and that solu- 
tion of the flexibility problem will 
take the form of a number of smaller 
manufacturing plants distributed at 
strategic points throughout the coun- 
try.” 


Rickard presented this dis-| 


\What 


would Aldus i the 15th Cenlury 
hove dena 4k 


this new 


Axpus of Venice in 1495 was printing 


his first classic, “Aristotle,” with type cut to his 
design, with ink made on the premises and with 
paper —“‘hand work, made of pure linen and 
hempen rags beaten in pieces by dint of wood and 
made stiff with glue gotten from boiled hides.” 

That paper has perpetuated his work, but think 
of the difficulties it presented to Aldus. No two 
sheets were alike in formation. The surfaces dif- 
fered. The color varied. The laid and chain marks 
were in evidence. The ink absorption was uncer- 
tain. Small wonder he exclaimed, “I have chosen, 
in place of a life of ease and freedom, an anxious 
and toilsome career.” 

How Aldus would have welcomed the new 
Kleerfect —The Perfect Printing Paper —a paper 
perfected more than four hundred years later and 
destined, probably, like his own work, to affect 
the art of printing from this day on. 

In Kleerfect there have been combined, in per- 
fect relationship, the qualities of paper that print- 
ers, from Aldus on, have sought. Strength, color, 
opacity, smooth even surface without glare, and 
ink absorption — not one is achieved at the ex- 
pense of the other in Kleerfect. 


In Kleerfect there is no “two-sidedness.” For the 
first time in book paper making, both sides of a sheet 
are the same, insuring equally fine reproduction on 
either side. Kleerfect was perfected through adher- 
ence to the principle of Aldus himself —“I will never 
desist from my undertaking until I have performed 


THE PERFECT PRINTING PAPER 


This advertisement is NOT printed on Kleerfect 


KIMBERLY-CLARK CORPORATION ~ Established 1872 » NEENAH, WISCONSIN. 
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paper? 


what I have promised, always unmindful of expense, 
however great, and equally regardless of labor.” 

We present Kleerfect to the publishers, printers and 
advertisers of America—for magazines, catalogs and 
other printing at costs no higher than you are used to 
paying for just printable paper. 


@ To appreciate fully the effect that Kleerfect has on the art of 
printing ask for ‘'The Printability of Certain Papers—and Why”. 
This book presents the five essential qualities of Kleerfect, whether 


used for one or multiple color printing or rotogravure. It will be 


sent free upon your request. Address the Advertising Department, 
Kimberly-Clark Corporation, 8 South Michigan Ave., Chicago. 


CHICAGO + 8 South Michigan Avenue - NEW YORK + 122 East 42nd Street - LOS ANGELES + 510 West Sixth Street " 
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INDUSTRIAL MARKETING SECTION 


July 1, 19% 


21 ADVERTISERS 
WIN AWARDS AT 
N. 1. AL AL MEET 


Chicago, June 28.—About 150 pan- 
els were displayed in the advertising 
exhibit at the annual convention of 
the National Industrial Advertisers 
Association. Twenty-one of these 
won awards, there being three in 
each of seven classes. 

The judges made the announce- 
ment with some diffidence, pointing 
out that the work they were required 
to handle in a day or two deserved 
far more prolonged study. 

Awards were made as follows, all 
certificates being of the same value: 

Machinery—Austin-Western Road 
Machinery Company, Bucyrus-Erie 
Company, and Whiting Corporation. 

Metals—John A. Roebling’s Sons 
Company, New Jersey Zinc Company 
and Republic Steel Corporation. 

Tools and Equipment—Ahlberg 
Bearing Company, General Electric 
Company and James R. Kearney Cor- 
poration. 


Power plant equipment—Jenkins 


Brothers, Republic Flow Meters Com- 
pany and Crane Company. 

Materials—Joseph T. Ryerson & 
Sons Co., National Carbon Company 
and Bakelite Corporation. 

Service—Troy Laundry Machinery 
Company, Dill & Collins Company 
and National Industrial Advertisers 
Association. 

Associate members — McGraw-Hill 
Publishing Company, Fensholt Com- 
pany and E. O. Schmidt Printing 
Company. 

Fred G. Berling, Lunkenheimer 
Company, Cincinnati, served as 
chairman of the committee, other 
members being W. R. Kort Kamp, 
Dill & Collins Company, Philadel- 
phia; H. L. Delander, Crane Co., Chi- 
cago; W. H. Evans, Evans Asso- 
ciates, Chicago; Franklin L. John- 
son, Machine Design, Cleveland, and 
Milo E. Smith, Chicago Bridge & 
Iron Works. 


Hercules Issues 


Anniversary Book 


Hercules Powder Co., Wilmington, 
Del., has issued a forty-page book, 
“The Growth of a Modern Hercules” 
to commemorate its twentieth anni- 
versary. 

The book recites the story of 
growth, diversification, research and 
development of new products and 
processes. The cover shows a rugged 
giant in action. 


DUNN DEFENDS 
U.S. RAILROADS 


Chicago, June 26.—Replying to 
criticisms that within recent years 
there has been less technical and 
economic progress in the railroad in- 
dustry than in some manufacturing 
industries, and that this has been 
due to inadequate research and de- 
velopment work, Samuel O. Dunn, 
chairman of the Simmons-Boardman 
Publishing Company and editor of 
the Railway Age, in an address at 
the railroad research session of the 
annual meeting of the American So- 
ciety of Mechanical Engineers today, 
presented an extensive array of facts 
to show that a vast amount of re- 
search work has been and still is be- 
ing done for the railroads. 

He said a large part of it is being 
done by the manufacturing industry 
in co-operation with the railroads, 
and that it has resulted not only in 
great economies in operation, but 
also in a reduction of railway acci 
dents which constitutes one of the 
greatest achievements in modern in- 
dustry. 


“Those who make the criticism 
that there is less research and de- 


DIRECT CONNECTIONS 


at *, of a cent eac 


3 many respects POWER PLANT EN- 
GINEERING functions like a telephone sys- 


tem. 


It bridges long distances and provides 


direct, business-building contacts with pros- 


pects between salesmen’s calls, 


It introduces 


products and services to superintendents, chief 
engineers, master mechanics and other impor- 
tant power plant men in the thirty-five lead- 


ing industries. 


It broadens and strengthens 
selling programs at an unequalled low cost of 
five-eighths of a cent per page per call. Fur- 
ther facts on request. 


Charter Member A. B. C. — 


A.B. FP. 


53 West Jackson Boulevard, Chicago, III. 
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velopment work done for the rail- 
roads than for manufacturers en- 
tirely overlook the fact,” said Mr. 
Dunn, “that the charge is an indict- 
ment of a large part of the manu- 
facturing industry itself, because, the 
railroads being a transportation in- 
dustry, they always have bought 
most of their equipment and ma- 
terials from manufacturers. 

“Many of the companies which 
manufacture extensively for the rail- 
roads also manufacture extensively 
for other industries. Does it seem 
probable that a great electrical or 
steel company, which manufactures 
for both the automobile and the rail- 
road industries, and desires to in- 
crease its sales to both, would show 
initiative and resourcefulness in con- 
tributing to the progress of the one, 
and a conspicuous lack of the same 
qualities in contributing to the prog- 
ress of the other?” 


C. C. P. Formed 
By Publishers 
At Convention 


Chicago, June 28.—Announcement 

was made today following the con- 
clusion of the convention of the Na- 
tional Industrial Advertisers Associa- 
tion of the formation of Controlled 
Circulation Publications, Inc., with 
the avowed intention of offering 
close co-operation with industrial ad- 
vertising executives. 
A temporary organization was ef- 
fected, with Franklin H. Johnson, 
Machine Design, Cleveland, presi- 
dent; B. P. Mast, Mill and Factory 
and Modern Brewery, New York, 
vice-president, and George H. Engel- 
hard, National Jeweler, Chicago, sec- 
retary and treasurer. 

Directors are H. S. Irving, Jobber 

Topics and Super Service Station, 
Chicago; A. R. Maujer, Industrial 
Power, Chicago; Joe Graffis, Golf- 
dom, Chicago; Marshall Haywood, 
Electric Light & Power and Electri- 
cal Dealer, Chicago. 
The association, which it is stated 
has no connection with Controlled 
Circulation Audit, Inc., will estab- 
lish standards of practice and will 
meet shortly to perfect a permanent 
organization, following incorpora- 
tion. Eligibility requirements will 
include membership in a recognized 
circulation audit bureau. The asso- 
ciation will be national in scope. 


Chemists’ President 

Is Research Expert 
John P. Harris, elected president 
of the American Oil Chemists’ So- 
ciety, at its New Orleans convention, 
is manager of the Chicago office of 
the Industrial Chemical Sales Co., 
New York. 
Before joining this company, he 
was director of research for the In- 
stitute of American Meat Packers. 


York to Market 
Air Conditioning 
A new commercial division has 
been formed by York Ice Machinery 
Corporation. It will be charged with 


marketing a new line of commercial 


-|velopments, and by the time a ney 


THROW BRAINS 
INTO POOL AT 
JENKINS BROS 


Chicago, June 27.—James R. White 
vice-president and sales director a 
Jenkins Bros., New York, told an ¢. 
tremely interesting product deyg. 
opment story at this afternoon’s gg. 
sion of the N. I. A. A.. at which R 
Davison, New Jersey Zinc Con 
pany, presided. The company 
has a research and developmen 
committee on which are re 
resented engineering, production, 
sales, advertising and financial diy. 
sions. The branches as well as the 
general sales department have 4 
voice. The result is that the entin 
organization is apprised of new de 


product is ready for the market, ey. 
erybody is “rarin’ to go.” 


Develop New Product 


Because the company had a well. 
equipped rubber manufacturing 
plant, one of the jobs of the commit. 
tee was to find new products for jt 
to make. A number of interesting 
new items were developed, among 
them the Blue Target fruit-jar ring 
It was scientifically designed, made 
of new rubber, attractively packagej 
and offered to the trade on the basis 
of quality. 

More advertising was done in its 
behalf than for all of the other com 
peting lines. A sugar brokerage 
house, Lamborn & Co., undertook 
the sale of the product because of 
their interest in the home canning 
field, and as a result the Jenkins 
Bros. rubber factory has been oper 
ating to capacity. 

Mr. White said that Jenkins Bros. 
have found that distribution through 
the industrial supply house is effec. 
tive and satisfactory and that de 
pression experience has _ confirmed 
their opinion that jobber distribution 
is most advantageous from all 
standpoints. 


Current Advertising 


Current advertising has included 
use of brewery publications to take 
advantage of the resumption of ac 
tivity in this field. Most of the lead: 
ing breweries, Mr. White asserted, 
are equipped with Jenkins valves as 
a result of early attention to this 
field. 

R. G. Creviston, sales promotion 
manager of the Crane Co., Chicago, 
told of a special sales promotion 
campaign developed to meet depres 
sion conditions and of its success in 
improving the morale of the sales 
organization and getting renewed it 
terest in plant rehabilitation from 
industrial executives. 

A feature of the campaign was the 
offer of the Crane Co. financing plan, 
under which, in co-operation with 
ten other companies, the house pro 
vides for deferred payments cover 
ing power plant and other installa 
tions. Great interest has _ been 
shown in these facilities, he reported. 

The sales promotion campaign has 
been so successful that it has fur 
nished the basis for what will likely 
prove to be a general advertising 
campaign a little later on in the it 
dustrial press, Mr. Creviston pre 
dicted. 


Offer New Service 


F. O. Burkholder, vice-president of 
the Ahlberg Bearing Company, Chi 
cago, described a successful cal 
paign to the industrial maintenance 
field, in which regrinding service for 
old bearings was featured. An ur 
usual idea was offering a specially 
designed hammer for use in bearilé 
installations to new users of the 
service, and the business resulting 
more than paid the cost of the halt 
mers. Mailings to the company’s 
prospect list are handled: in co-oper® 
tion with the several hundred job 
bers of Ahlberg bearings. 


refrigeration and air conditioning 
units through distributors. 

C. A. Pearson heads the new divi 
sion under direction of S. E. Lauer, 
general sales manager. 
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HINA STUDIES 
pT ACCEPTANCE 
IN PRINCIPLE 


Hajor Associations Attend 
Chicago Luncheon 


Chicago, June 28.—Reports of the 
v. 1. A. A. Committee on Publishers’ 
statements and the Trade Paper 
Rate Investigation Committee have 
peen accepted in principle by pub- 
jishers, Forrest U. Webster, presi- 


“average circulation per issue per 
year and advertising rate for the 
preceding five years.” 


This circula- 
tion figure is divided into paid and 
free. Another question covers “his- 
tory of consolidations.” 

As indicated, free circulation is 
covered in some detail: “If rotational 
method is used for part or all of list, 
give a comprehensive’ statement 
showing number of names rotated 
and state style of rotation; if not 
periodic, explain rotational system 
used.” 

The form also includes some ques- 
tions about editorial content, such 
as “average number of pages of ed- 
itorial matter during six-months 
period under discussion; origin of 
editorial matter: (a) percentage of 
pages paid for (not by staff); (b) 
percentage of pages obtained free; 


(c) percentage of pages written by 
members of publisher's permanent 
staff.” 

Other questions cover “average 
number of pages of advertising dur- 
ing six-month period, advertising 
rates, agency commissions and cash 
discounts, and space units sold.” 

“Is any allowance made to adver- 
tisers or agencies for complete 
plates?” asks Question 27. 


Basis for Study 


Mr. Thomas was assisted in his 
work by Carl B. Dietrich, Wagner 
Electric Corporation; John P. Teb- 
betts, Mallinckrodt Chemical Works; 
James R. Kearney, Jr., James R. 
Kearney Corporation; Lyle T. John- 
ston, Lyle T. Johnston Company, and 
Oakleigh R. French, Oakleigh R. 
French Company, all of St. Louis. 


The Milwaukee study, described 
by Mr. Wyse, is designed to make 
a comparison of rates possible. This 
will be done by showing dollar value 
fluctuation since 1913 and then set- 
ting up a table to show the varia- 
tion in the rate per thousand for that 
period. 

In order to get more light on rates, 
corollary subjects, such as mechan- 
ical make-up, circulation, editorial 
service, advertising service and effi- 
ciency are inquired into. 

Some of the questions: 

“What fundamental changes have 
taken place in the markets you serve 
to make them better or poorer pros- 
pects for the product of the indus- 
trial manufacturer?” 

“To substantiate the number of 
copies now being mailed, are you 
prepared to send to any advertiser 


monthly, photostat copies of post- 
office receipts or monthly state- 
ments of mailings to be later sub- 
stantiated by A. B. C. reports?” 

“Please sketch the manner in 
which your present editorial organ- 
ization (both home office and field 
personnel) has developed, giving 
approximate dates of changes and 
reasons therefor.” 

“What percentage of your editorial 
material in 1932 appeared in print 
before or was used in a talk before 
some organization or consisted of 
news releases?” 

“What is your editorial program 
regarding the percentage of space 
devoted to the various divisions of 
the general subject you cover?” 

“What plans have you to keep in 
step with the future of the industry 
as you see it?” 


dent of the National Industrial Ad- 
yertisers Association, announced at 
the closing business session today. 

Some further refinements of de- 
tails will probably be made, how- 
ever. 

This acceptance was indicated at 
a luncheon Saturday, at which every 
organization affected by the inten- 
sive N. I. A. A. studies had dele- 
gates. 

The Associated Business Papers, 
Inc. was represented by its presi- 
dent, James H. McGraw, Jr., treas- 
vrer, McGraw-Hill Publishing Com- 
pany, and Judd Payne, secretary; 
Audit Bureau of Circulations, by O. 
(. Harn, managing director, and the 
two business paper directors, Mason 
Britton, McGraw-Hill Publishing 
Company, and E. R. Shaw, Technical 
Publishing Company; Controlled 
Circulation Audit by Franklin H. 
Johnson, Machine Design, and H. 8S. 
Irving, Irving - Cloud Publishing 
Company, as well as by Frank L. 
Avery, managing director. 

The study of publishers’ state- 
ments originated in St. Louis and 
was later taken over by the N. I. 
A. A., through a St. Louis committee 
headed by H. von P. Thomas, Buss- 
mann Manufacturing Company. 


Started in Milwaukee 


The study of rates was started in 
Milwaukee, and a committee from 
that city was later appointed by the 
N. I. A. A., with F. O. Wyse, Bucy- 
tus-Erie Company, as chairman. 

In introducing the committee 
chairman, Mr. Webster emphasized 
that neither study is in the nature of 
an attack on publishers. Both are 
designed merely to aid space buy- 
ers in picking the most effective and 
economical media in each case. 

Mr. Thomas explained that a com- 
parison of the proposed publisher’s 
statement with A. B. C. and C. C. A. 
forms proved that only a few items 
of fundamental importance have 
been added. 

“This is to become, we hope, a 
standard statement from all publish- 
ers,” he said. “This means it must 
be so comprehensive that any buyer 
of space can get from it information 
necessary for a true picture of the 
publication. At the same time, no 
item has been included in the inter- 
est of only one or two types of buy- 
ers.” 

Mr. Thomas explained that no pub- 
lisher will have to exhume old rec- 
ords. 

“If, as and when the statement is 
adopted, all publishers will be asked 
to start keeping their new records 
in such a way that within a year 
or two they will be able to give 
us this new, standardized statement 
in its entirety,” he said. 

“After the statement has been ac- 
cepted in its present or revised form 
by representatives of publishers and 
the N. I. A. A., the latter will re- 
quest all other advertising associa- 
tions, agency organizations and as- 
Sociations of publishers and the vari- 
ous audit bureaus to adopt the new 
Standard statement. 

“The N. I. A. A. will also recom- 
Mend that all buyers of trade paper 
Space insist on the use of this new 
Statement by the trade publications 
With which they do business.” 


Features of Form 


One of the salient differences be- 
tween the proposed form and that 
in existence heretofore is that the 
former considers circulation in con- 
hection with advertising rates. 


The upturn thus far is taking place in ALL 
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Manufacturers of equipment and materials used broadly in various types of manufacturing 
plants have better reasons than ever for spreading their sales net over industry.. The bright 
spots are multiplying—spreading to all kinds of manufacturing plants. Recovery is not the 
exclusive good fortune of any specific branch of industry. 


The manufacturer who is using on a regular basis the advertising pages of Factory Management 
and Maintenance is reaching present bright spots and the bright spots that are in the making. 


FACTORY MANAGEMENT AND MAINTENANCE 
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CLASS & INDUSTRIAL MARKETING SECTION 


July 1, 19% 


More new and improved machines will 
be placed on the market this fall than 
ever before in the countrys history. 
Machine Design offers a dual approach 
to the engineering executives who are 
now specifying the parts and materials 


to be used in these machines. 


MACHINE DESIG 


THE JOHNSON PUBLISHING COMPANY 
CLEVELAND, O. 


PENTON BLDG. 


SCENE AS N. 1. A. A. TOOK TIME FROM DELIBERATIONS 
TO ENJOY LIGHTER SIDE OF CONVENTION 


N.IL.A.A. Registration 


Don Allshouse, Northern Equip- 
ment Company, Erie, Pa. 

Arnold Andrews,  Bucyrus-Erie 
Company, Milwaukee, Wis. 

J. L. Ashcroft, Ludlow-Saylor Com- 
pany, St. Louis, Mo. 


R. H. Bacon, R. H. Bacon & Co., 
Chicago. 


L. L. Bailey, Monongahela, West. 
Pa. Public Service Co., Fairmont, 
W. Va. 


L. C. Bassett, Electrical Manufac- 
turing, Chicago. 

H. F. Barrows, Austin Western 
Road Machinery Co., Chicago. 

H. N. Baum, MacRae’s Blue Book, 
Chicago. 

C. S. Baur, Iron Age, New York. 

A. E. Beach, Littleford Bros., Cin- 
cinnati, O. 

C. N. Benson, Imperial Brass Mfg. 
Co., Chicago, Ill. 

F. G. Berling, The Lunkenheimer 
Company, Cincinnati, O. 

A. H. Birch, Allis-Chalmers Mfg. 
Co., West Allis, Wis. 

Carl A. Bloom, Appleton Elec. Com- 
pany, Chicago. 

E. B. Bossart, Bailey Meter Co., 
Cleveland. 

A. B. Brand, Barber-Colman Co., 
Chicago. 


W. H. Brandt, Chain Belt Co., Mil- 
waukee. 
W. I. Brockson, Steel Sales Corp. 
Chicago. 
A. Broggini, National Carbon Co,, 
Cleveland, O. 
Allen Brown, Bakelite Corp., New 
York. 
F. O. Burkholder, Ahlberg Bearing 
Co., Chicago. 
O. K. Burrows, Cherry Burrell 
Corp., Chicago. 
M. V. Burton, Western Wheeled 
Scraper Co., Aurora, IIl. 
Wm. Buxman, McGraw-Hill Pub 
lishing Company, New York. 


Cc. C. Chamberlin, Jenkins Bros, 
New York. 
Bennett Chapple, American Roll- 
ing Mill Co., Middletown, O. 
Ezra Clark, Clark Tructractor Co. 
Battle Creek, Mich. 
Charles S. Clark, Power Plant En- 
gineering, Chicago. 
R. W. Classen. 
H. Conover, Conover Mast Corp, 
New York, N. Y. 
G. D. Crain, Jr., ADVERTISING AGE, 
Chicago. 
R. C. Crane, Liquid Carbonic Corp. 
R. M. Creaghead, Pencil Points, 
Chicago. 
(Continued on Page 20) 


: 
Tupe of Work 


Private, $12,494,000. 


Before these successful bidders 


igen ook he, i Si i ge 


Important construc- 
tion contracts awarded 
week ending June 29 
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. . $7,000,000 H. K. Ferguson Co. 

... 1,146,433 Separate contracts 

nee 95,065 Ketler-Elliott Co. 

«oe 207.158 Bates & Rogers Cons. Co. 
... 500,000 A. J. Sordoni 

-+s 150,987 O'Rourke Cons. Co. 

5% 60,000 H. & F. Hosea 

cen 75,000 Town-built 

... 150,000 L. H. Shattuck, Inc. 


and others that bring this week’s total to $22,882,000. Public works, $10,388,000. 


reckon the time and cost of using certain equipment and materials. One of the 
jobs of advertising is to get engineers and contractors familiar with the latest 
in equipment and materials before they prepare their bids. 


ie advertising time in - 
ENGINEERING NEWS- RECORD 
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F MARKETERS 
GUESS, THEY'RE 
USUALLY WRONG 


Three N, LAA, Speakers 
Urge Hunt for Facts 


Chicago, June 27.—The National 
Industrial Advertisers Association 
turned the spotlight on research at 


Allan Brown 


its session this afternoon, three 
speakers dissecting various phases of 
that work. 


A. C. Nielsen, president of the Chi- 
cago company of that name, discussed 
“How to Plan and Develop Market 
Research that Will Pay Dividends.” 
Melvin Evans, Chicago merchandis- 
ing engineer, told of “The Advertis- 
ing Manager’s Place in Research, 
Engineering and Sales.” while the 
last speaker was Allan Brown, adver- 
tising manager, Bakelite Corp., New 
York. Mr. Brown told “How Research, 
Engineering and Advertising Depart- 
ments Can Work to Better Advan- 
tage in Promoting Sales.” 

In opening the symposium, Mr. 
Nielsen made the startling statement 
that, under ordinary conditions only 
from 42 to 72 per cent of the de 
cisions of marketing executives are 
correct, the average being 58 per 
cent. The other 42 per cent repre- 
sents the costly errors made when 
guessing takes the place of properly 
marshalled facts. 


Mr. Nielsen said a market survey 
should be made in relation to the 
entire business and not be confined 
to some fragment of it. It should 
answer these questions: 


“Shall we make an effort to in- 
crease our share of existing markets 
or enter new ones? Which indus- 
tries shall we attack? What sales 
resistances must we overcome in any 
of these plans? What prices shall we 
charge? What is the cause of our 
present large customer turnover? 
Can we increase the size of orders? 
Does sampling pay, and if so, when 
and where? 


Some Pertinent Queries 


“If we decide to market a new 
Product, would a special sales force 
be needed, or will the old one suffice? 
Will selective selling pay? Shall we 
do more or less advertising? In what 
Media? What copy appeals shall we 
use?” 

Mr. Nielsen believes surveys are 
best made by independent agencies. 
He said the identity of both client 
and prospect should be concealed 
from the other in gathering and re- 
Porting information. He depends on 
field work for getting these data, 
doubting the accuracy of question- 
naires dispatched by mail. 

He said such surveys have proved 
that manufacturers are inclined to 
over-estimate the percentage of the 
business they are getting from any 
Siven field; they under-estimate the 
Value of new policies instituted by 
Competitors; over-estimate their own 
rank in the industry and under esti- 


mate that of competitors, also failing 
to set possibilities of furtner pusi- 
ness high enough. 

The most common error is to over- 
estimate price resistance, he asserted, 
this being particularly true of the 
sales department, which is constantly 
hearing tales of price cuts made by 
competitors. 

Mr. Nielsen concluded by saying 
market research helps advertising by 
clarifying the objectives to be sought. 

He warned his audience that un- 
less market research is well done, it 
is better left undone. 


New Chief of Staff 


Melvin Evans drew an extension of 
the familiar analogy between adver- 
tising and warfare. He pictures the 
alert advertising manager as chief of 
staff of the invading army, equal in 


operations of all branches of the serv- 


rank to the field commander. It is 


the staff’s job to co-ordinate the 


ice, hence the good advertising man- 
ager has access to and the respect 
and good will of all departments of 
his company. 

He said that where the advertising 
manager creates this position of 
chief of staff for himself, he also 
serves as intelligence officer, selling 
high executives of his organization 
the modern conception of advertising. 

Mr. Evans made a plea for less 
isolation for research departments. 

He told of plans of the National 
Research Council to coordinate all 
research through the University of 
Wisconsin. This would tend to make 
the research that is done more 
readily available, he said. 

He concluded by saying nerve and 
imagination are two of the requi- 


sites of the advertising manager 


seeking to perfect the “balanced at- 
tack” so prized by Yost, the football 
coach. 

They Won’t Quit 

Allan Brown said the Century of 
Progress now being held in Chicago 
is ample proof that the American 
industrialist cannot be kept down. 
He has produced a remarkable num- 
ber of new products as a challenge 
to the depression. 

To prove how inventive genius is 
always on the job in this country. 
Mr. Brown said 54,000 patents were 
issued last year. The six research 
organizations existing 25 years ago 
have expanded to 1,500. 

He specified some of the results of 
product research. Church bells are 
being replaced by electric loud 
speakers. A 5%-ounce motor has 
been deveioped. Speed-reducers are 
more efficient than ever betore. A 


windshield defroster has been per- 
fected. 

Cloth that won’t wrinkle is on the 
market. Aluminum railroad coaches 
have arrived. Non-inflammable awn- 
ing is a reality. Colored automobile 
tires are already old stuff. The odor 
of paint has been eliminated. Houses 
made of compressed cotton are here. 

Mr. Brown’s own company, Bake- 
lite, has brought out many new prod- 
ucts, including waterproof cloth. 

“Thousands of new ideas are of- 
fered us every year,” said Mr. Brown. 
“Somebody must decide whether or 
not each offers commercial possibili- 
ties and the advertising manager 
seems to be best fitted for this re- 
sponsibility.” 

An average of seven years elapses 
between conception of a new idea and 
its public appearance as a completed 
product, he said. 
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CHEMICAL PROCESS 


CATALOGS wanrep 


THE 


INDUSTRIES 


ALREADY 8,360 plants have returned verification cards’ in 
order to be sure of receiving copies of the 1933 Catalog. These 
Catalogs will be used by the real buyers of equipment and 
materials—works executives, plant officials, engineers, process 
supervisors and development men in 10,000 picked plants. 


These process industries are stepping up production schedules. 
They sell to manufacturers as well as to the general public. 
Their order books reflect all of the increased buying that is 


going on. 


Your catalog should go into these plants in 
September and be ready for service on 1933 
and 1934 business. Increased activity is bring- 
ing orders from these process industries. 


Chemical Manufacturers, Heavy 

Chemical Manufacturers, Fine 

Chemical Manufacturers’ Agents, Dealers 
and Importers 

Coke By-Product Plants and Gas Com- 
panies 

Compressed Gas Manufacturers 

Engi s, C Itants and Testing Lab- 
oratories 

Equipment Manufacturers 

Explosives Manufacturers 

Fertilizer Manufacturers 

Food Product Manufacturers 


Glass, Ceramics and Refractory Manu- 
facturers 

Glue and Gelatin Manufacturers 

Government Departments and Labora- 
tories 

Laboratory Equipment and Supplies Deal- 
ers and Manufacturers 

Leather Products Manufacturers 

Linoleum, Oilcloth and Artificial Leather 
Manufacturers 

Metallurgical Industries 

Oil and Fat Industries, including Soap 
Manufacturers 

Paint, Varnish, Lacquer and Ink Manufac- 
turers 


Paper and Pulp Products Manufacturers 

Petroleum Refining and Related Indus- 
tries 

Plastics and Insulation Manufacturers 

Portland Cement, Lime, and Rock Prod- 
ucts Manufacturers 

Proprietary Products Manufacturers 

Rayon and Other Synthetic Fiber Manu- 
facturers 

Rubber Products Manufacturers 

Storage and Dry Battery Manufacturers 

Sugar Manufacturers and Refiners 

Textile Manufacturers, Bleachers, Dyers 


and Finishers 


ide Ne ow! —We’e closing the forms in 2 wii 


—copy as late as July 30. 
Plan now for 1933-34 Process Industry Business 


SEND IN THE COUPON—TODAY—FOR FURTHER INFORMATION 


THE CHEMICAL CATALOG CO. 


330 W. 42nd St., 


1933-1934. 
INC, 
330 WEST 42nd ST. — NEW YORK, N. Y. CYR 
Se cinisstiinssneitbiocinteadl 


The Chemical Catalog Co., Inc., 


New York, N. Y. 


Please send me further information on the Chemical Catalog for 
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Iron Fireman 
Dealers Have 


To Advertise 


Chicago, June 26.—‘We have de- 
veloped and standardized and made 
almost package merchandise of a 
product which previously had been 
specially engineered for specific in- 
stallations,” Dale Wylie, sales pro- 
motion manager, Iron Fireman Man- 
ufacturing Co., Cleveland, told the 
National Industrial Advertisers As: 
sociation today. 

Mr. Wylie was the final speaker on 
the opening day's program and he 
lived up to the high standard set by 
preceding contributors. 

Iron Fireman keeps two continu- 
ous campaigns running. The first, 
directed at industrial prospects, is 
divided into fifteen classifications. 
The second is aimed at home owners. 

The company’s direct mail adver- 
tising is persistently designed to re- 
duce selling costs by simplifying the 
salesman’s job. Mr. Wylie’s concep- 
tion of direct mail is “to give a large 
group of selected prospects a corre- 
spondence course in our product and 
what it will accomplish for them. 

“Possibly we should deliver a di- 
ploma with each stoker sold,” he 
commented. 

The company’s dealers pay for ad- 
vertising whether they use it or not. 


An Automatic Charge 


“In 1931, we began adding a direct 
mail charge of $5 to the dealer’s in- 
voice for each burner shipped,” ex- 
plained Mr. Wylie. “This built up 
at the factory an individual balance 
which the dealer can spend only for 
direct mail. Thus each burner sold 
provides funds for additional direct 
mail. 

“This policy has been so successful 
that this year we started collecting 
an average of $10 per burner, about 
half to be spent by the dealer for 


GETS RESULTS 


Dale Wylie 


local direct mail and the other half 
for local newspaper advertising.” 

Use of a daily contact record form 
which looks like a score card keeps 
salesmen interested in maintaining 
par of ten calls per day. 

The company insists that salesmen 
make a physical survey of the pros- 
pect’s boiler plant or heating plant 
and deliver a written presentation of 
what can be accomplished by Iron 
Fireman. Salesmen in three factory 
retail branches average one sale to 
every 7% surveys. The average for 
all dealers is one sale to ten surveys. 

Hence more sales can always be 
made simply by increasing the num- 
ber of calls. 


Start “Refrigeration 


Service Engineer” 
Refrigeration Service Engineer has 
been started in Chicago as a 
monthly. 
Nickerson & Collins Company, long 
identified with the _ refrigerating 
field, are the publishers. 


GROUP CATALOGS 
ALWAYS ON JOB, 
BUXMAN’S VIEW 


Chicago, June 27.—‘“Group catalogs 
are built primarily for the buyer’s 
convenience—to fit into his needs 
when he is planning or specifying or 
getting ready to buy. And they 
enable him to secure the answers to 
his questions at the moment he needs 
those answers, whether he deals 
with many companies and many 
products or the products and facili- 
ties of an individual company.” 

In these words, William Buxman, 
vice-president, McGraw-Hill Catalog 
& Directory Co., summarized the case 
for collective catalogs in addressing 
the N. I. A. A. today. Before doing 
so, he quoted case after case where 
the group catalog had provided the 
information, and all of the informa- 
tion, needed by scores of companies 
which were in the market for equip- 
ment of all kinds. 

“You will find group catalogs in 
buyers’ offices day in and day out,” 
he told the association, “helping buy- 
ers to locate products and companies 
—to minimize correspondence — to 
annihilate time in efforts to get 
things done—to help manufacturers 
nail down orders which might other- 
wise have been lost—to round out 
the important job of putting essen- 
tial details on the company and its 
line into the hands of buyers who 
like to have such information in 
handy form.” 


Always at Work 


The group catalog, he told his 
hearers, has not always been given 
the recognition it deserves because 
it is not spectacular in operation, as 
compared to some other forms of 
promotion. 

“SE $s, 


nevertheless, an _ effective 


CATALOGS CATALOGS 


William Buxman 


program,” he said. 


perience of users to 


source of orders was traced. 


company in 


as a portable catalog file. 


epitomized in these phrases: 


ucts,” “a help 


” 46 


tions, 


business tool because it occupies an 
essential niche in the order-getting 


Mr. Buxman quoted from the ex- 
indicate the 
wide range of information offered by 
the group catalog and how it has 
been used in actual cases where the 


The superintendent of a mining 
California used it to 
locate branches and agencies; a min- 
ing consulting engineer in San Fran- 
cisco found it a consulting service, 
while the chief engineer for a lumber 
company in Alabama referred to it 


Other comment from buyers was 
“_ 
wider field of selection,” ‘‘to select a 
jobber’s line,” “to find needed prod- 
in specifying prod-|— 
ucts,” “a help when making requisi- 
a help when making plans.” 

Giving the story of the group cata- 
log in its simplest form, Mr. Buxman 
says it takes these three fundamental 


Rotogravure 
House Paper 


Always Read 


Chicago, June 27.— Finding that 
dairies were receiving far more qj. 
rect mail than they had an oppor. 
tunity to read, Creamery Package 
Manufacturing Co., Chicago, lifted jts 
house paper above the rank and file 
by using the rotogravure process. 


B. R. Graff, of the company’s ad- 
vertising staff, today told the N, 1 
A. A. of the results. 


“A survey among readers indi. 
cated that pictures of modern plant 
installations led in popularity,” he 
said. “Next came foreign dairy 
scenes, with bathing beauties anq 
movie actresses third. Child and 
animal pictures, inventions, scenery 
and historical scenes followed jp 
order.” 


Mr. Graff expressed the opinion 
that the house paper’s popularity is 
one reason why the company has 
suffered so little from the depression, 

The “CP Bulletin” consists of four 
pages, 2114x33 inches, folded to 5%- 
8% for mailing. A 50-pound super. 
calendared stock is used. Each issue 
is mailed in special envelopes, printed 
in two colors, with a decorative cor- 
ner card illustrating the season or 
some special event. The paper is 
mailed to 23,000 firms and _ indi- 
viduals at a total cost of less than 
five cents per copy. 

R. K. Clark, editor of “Shell 
Globe,” published by Shell Petroleum 
Corp., St. Louis, also described his 
methods at today’s meeting. 


steps: 1, Creates desire for the bene- 
fits to be derived through the use of 


a product; 2, furnishes essential de- 
tails on the product; 3, asks for 
orders. 
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New Philosophy of 
Armco’s Advertising 


Described by McFee 


Chicago, June 28.— By forgetting 
much of what it knew and approach- 
ing its advertising problems in an 
humble, but keenly inquiring spirit, 
American Rolling Mill Co., Middle- 
town, O., has done a good job with a 
depleted advertising appropriation. 

This was the message brought to 
the eleventh annual convention of 
the National Industrial Advertisers 
Association today by William E. Mc- 
Fee, chief copywriter for Armco. Mr. 
McFee was introduced by Bennett 
Chapple, vice-president of the com- 
pany, and dean of the N. I. A. A. 

Mr. Chapple said that during the 
depression period Armco has devoted 
a great deal of attention to new 
products, which have been success- 
ful in opening many new markets. 
Mr. Chapple himself, for example, 
has devoted practically all of his 
time to the development of a new 
type of steel house, for which the 
company sees great possibilities in 
the immediate future. 

Back of the new advertising view- 
point is a new philosophy, which Mr. 
McFee summarized as follows: 

“All of us want earnestly to help 
customers and prospective customers 
derive more usefulness, more effi- 
ciency, more profits from our prod- 
ucts. This isn’t mawkish sentiment, 
but a sincere desire to be of profit- 
able service—and by profitable I 
mean reciprocal profits—the kind in 
which all industry should share.” 
The first revaluation, Mr. McFee 
said, was of markets. Drawing upon 
every available source of informa- 
tion, the company found that some 
markets hitherto regarded as _ pri- 
mary had become secondary, and 
others which had not been highly 
esteemed offered new promise. The 
company elected to cultivate a few 
most profitable markets, rather than 
diffuse its ammunition too widely. 
Selection of mediums came next. 
As Mr. McFee said: 


Waste in Circulation 


“We scrutinized the statements of 
a great many publishers. We were 
seeking men, buyers, who could and 
should be informed about the demon- 
strable merits of our sheet metal, 
plate metal or pipe. We studied 
waste circulation carefully and where 
it was too high among all papers in 
a given field, resorted to direct mail. 
The study, however, revealed some 
business papers which we had not 
sufficiently appreciated heretofore. 

“The paper industry, which has 
long been a profitable market for 
Armco Spiral Welded Pipe, is a case 
in point. Here we encountered a 
publication widely read by an un- 
usually large group of the men who 
bought and influenced the buying of 
pipe. Using this paper with a direct 
mail campaign, we attained maxi- 
mum results with minimum expendi- 
tures.” 

Mr. McFee said publishers’ copy- 
setting left much to be desired and 
the company is now directing all of 
this through a local printer, the ad- 
vertisements being electrotyped when 

K. 


Half-pages are now the usual unit 
of space used, Mr. McFee explained. 

“Our scorn for half-pages has 
changed to admiration,” he said. 
“For carefully-designed half-page ad- 
vertisements saved us from the un- 
certain fate of the advertiser who 
attempts to spread six pages over a 
Publishing year that may decree 12, 
13 or even 26 issues. 


Use Regular Insertions 


“That paper mill journal I men- 
tioned gets 12 half-pages and because 
Position next to editorial is requested 
and obtained, we are faring much 
better than we would have on a six- 
time, full-page schedule. 

“It is admittedly harder to draft 
4 half-page advertisement that will 
Pop out at the reader and urge him 
in a split-second to read and ponder, 
yet it can be done.” 

Finding that many publishers’ 


printers were discarding wood 
mountings on cuts, Armco now speci- 
fies unmounted cuts and saves one- 
fourth of its engraving costs. 

Mr. McFee told how substantial 
sums were saved in the direct mail. 

“To us direct mail advertising has 
not meant a sporadic issuance of 
fiashing broadsides and novel pieces 
of many descriptions,” he said. 
“Many of our mailing pieces have 
been rather humble in mien, though 
packed with selling facts designed 
to deal informatively with the inti- 
mate sheet, plate and pipe problems 
of prospective buyers. 

“We have had some relatively 
profitable results through the use of 
simple, unpretentious pieces that 
helped buyers to buy intelligently 
and thriftily. After all, information 
and practical suggestions are more 
important than rhetoric; and useful 
information is more to be desired 
than blobs of color and empty ges- 
tures.” 

In this program both economy and 
sales were served by banishing the 
old “general purpose” catalogs for 
smaller booklets of 16-24 pages di- 
rected at specific markets. 

As far as possible, personal calls 
followed up inquiries. 

Waste in mailing lists was whit- 
tled down by checking against 
Sweet's Architectural Catalog list. 


A Helpful Form 


“Another saving followed use of 
Postoffice Form No. 3547,” Mr. McFee 
continued. “We had been sending 
out pieces with the usual indicia 
promising payment of postage where 
mail was undeliverable. Cost ranged 
from two to ten cents just to find out 
whether that piece had been placed 
on the prospect’s desk. 

“Then Form 3547 came along and 
for two cents we learned from a card 
sent to us by the postoffice at destina- 
tion exactly why that unlucky piece 
had not been delivered. This form 
also enabled us to keep track of 
buyers who had moved, bringing us, 
for a nominal cost, their new ad- 
dresses. The old form still operated 
for causes such as refusal, death, un- 
claimed, or out of business.” 

The simple expedient of trimming 
half an inch off one side of a mail- 
ing piece saved Armco $500, Mr. Mc- 
Fee said. He advocated “change of 
pace” in direct mail. 

“In a series of six mailings, we 
never send out six pieces that look 
alike and bear the same unmistak- 
able identity of origin,” he explained. 
“First we lope, than we canter, trot 
and gallop—different copy appeals, 
different formats, illustrations, color 
treatments and approaches. Mo- 
notony in advertising is deadly.” 

Mr. McFee brought some advice 
from Russell Hall, Armco produc- 
tion manager: 

“In producing self-covered pieces, 
have the postage indicia printed 
when the job is done. It saves costly 
hand-stamping or imprinting later, 
speeds up mailing time, and insures 
pieces going out on schedule. 


Dealing with Printers 


“Co-operate with competent en- 
gravers and printers. Make them a 
part of your department. Ask them 
for suggestions as to how to econo- 
mize without sacrificing quality. 
Beyond all, let them know they are 
partly responsible for results. When 
either does a fine piece of work, pat 
him on the back.” 

Mr. Hall cited a case where an 
artist had just set to work on a draw- 
ing for a flat color plate or tint block. 
The engraver suggested: “Give me 
the dimensions and I'll make the 
block and save the time-and-labor 
costs that would be charged to the 
drawing.” 

Mr. McFee concluded by telling of 
new uses for motion picture films. 
No less than 32,285 persons have 
seen the Armco films each year for 
three years. Some of these were two- 
reels, some four-reels. Distribution 


BEAT DEPRESSION 


William E. McFee 


was obtained through the Bureau of 
Foreign and Domestic Commerce, 
Victor Animatograph Co., Davenport, 
Ia., and numerous colleges. 

When prints become worn, they 
are given outright to state bureaus 
of visual education. 


to 
mended wording: 
“Postmaster: 


The following may be added: 
office do not notify the addressee, 


promptly furnish.” 


How to Take Advantage of Form 3547 


Form 3547, used by Mr. McFee, reads: 
your request, you are notified that the matter mailed by you to 
is incorrectly addressed because the addressee has moved 


Request for use of this form should be printed in a prominent 
manner in the lower left corner of the address side. 


If addressee has removed, notify sender on Form 
3547, postage for which is guaranteed.” 
“In case of removal to another post 


Form 3547 amount of forwarding postage required, which sender will 


“In accordance with 


The recom- 


but hold the matter and state on 


Mr. McFee said Armco has tried to 
make its advertising friendlier dur- 
ing the last few years. Both illus- 
trations and copy were humanized 
and personalized. 

“We tried to appeal to buyers as 
you would to a friend or old ac- 
quaintance whom you wished to con- 
vince of something from which he 
would benefit,” he said. 


Republic Steel Corporation amazed 
the N. I. A. A. and, incidentally, 
demonstrated one of the manifold 
uses of steel by presenting its ad- 
vertising exhibit on steel panels. 


New Rate Instituted 
by “Western Brewer” 


Western Brewer, Chicago, has is- 
sued a new rate card, the one-time 
page rate being $100 and the twelve- 
time rate, $70. 

The new card took effect with the 
June issue. 


The directors of the N. I. A. A. 
worked and perspired Sunday while 
plain members were sharpening up 
their golf games. “Who wouldn’t 
want to be a director?” sighed Stuart 
G. Phillips, of the Dole Valve Com- 
pany, Chicago, secretary-treasurer 
of the N. I. A. A. 


It's Time to ACT! 


The National Industrial Recovery Act 
has already spurred wise buyers to pur- 
chasing for future needs while prices are 
still touching bottom. Every index of 
current activity shows the trend — and 
shows that it is growing. 


But not all this activity represents for- 
ward buying. A substantial amount is to 
cover genuine immediate requirements. 
Growing payrolls are raising purchasing 
power, bringing new demands on indus- 
try’s production. 


What effect will these conditions have 
on the market for power plant equip- 
ment? We expect sales to increase for 
three very definite reasons: 

First, impending price-rises will hasten 
buying decisions on present and future 
needs. 

Second, increasing load demands will 
show up the inadequacy of neglected and 
obsolete equipment, forcing replacement 
to avoid shut-downs. 

Third, the new type of competition, 
subordinating price advantages, will 
drive manufacturers to make every pos- 


sible saving in operating costs—and no- 
where are the potential savings greater 
or more readily attainable than in the 
power plant. Here is one place where 
any plant management can act indepen- 
dently and profitably, regardless of gen- 
eral conditions within its industry. 


Already, POWER advertisers are ben- 
efiting from these conditions. Every 
week sees an increase in the number of 
orders marked “Rush”—“Ship imme- 
diately”—“Forward by express”. Sev- 
eral manufacturers of power equipment 
report more new business in the last 
sixty days than in the preceding six 
months. 

The situation calls for courage, ag- 
gressiveness — smart selling, intelligent 
advertising—and there’s no time to lose! 


Your sales message in POWER will 
reach and influence the majority of the 
field’s buying power. Advertisers them- 
selves—nearly 300 of them—have defi- 
nitely set up POWER’S advertising pages 
as “The Market-place of the Power Field.” 


Ask how you can profit by these facts. 


POWER 


A McGraw-Hill Publication 
330 West 42nd St., New York 
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July 1, 1933 


Sees Designer 
And Marketer 


As Partners 


Chicago, June 28.—Good art in de- 
sign means simplicity, directness and 
beauty, with no sacrifice of useful- 
ness, convenience, ease of mainte- 
nance or economy, Donald R. Dohner, 
director of art, engineering depart- 
ment, Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., told the 
N. I. A. A. today in opening the 
morning session at Medinah Athletic 
Club. 


And good art is not something to 
be added as an afterthought if these 
ends are to be served, asserted Mr. 
Dohner. 

“The attributes of art are present 
or absent from the very conception,” 
he said. “No amount of clever paint- 
ing or finishing can hide an ugly 
form. A building is beautiful be- 
cause of certain attributes of art 
such as proportion, balance, move- 
ment and unity, all related to a spe- 
cific function and present from the 
beginning.” 

The industrial designer need not 
be handicapped by specifications set- 
ting forth size, weight, cost, efficient 


DEFENDS DESIGNERS 


D. R. Dohner 


performance, economy of operation 
and long life, he indicated. 

“I cannot look at a modern milling 
machine without noting its beauty,” 
he said. “Here is beauty of line, 
fine balance, hair-trigger coordina- 
tion of parts and relationship of form 


making for a unified whole. I find 
here the attributes of art which are 
present in a fine building, a beauti- 
ful mural or a piece of sculpture.” 

The designer should give a line of 
products a family resemblance, he 
said, while conferring an individual 
stamp of beauty on each. 


TRICKY FOLDER 
OF LINK-BELT 
CREATES FUROR 


Strong Men Weep Over Miss- 
ing Page 8 


Chicago, June 29.—The jigsaw puz- 
zle craze which has been so popular 
in the general field recently has its 
counterpart in a trick folder issued 
by the Link-Belt Company in behalf 
of Silverlink Roller Chain and other 
products. 

Presidents swore, purchasing 
agents moaned, and chief engineers 


2,968,431 


CONNECTED HORSE POWER 
IN PAPER AND PULP MILLS OF U. S. A. 


An Important Market 
for 
Power Equipment 


The manufacture of paper 
and pulp represents a major 
market for power generating 
and power transmission equip- 
ment. 


The installed horsepower of 
the pulp and paper industry is 
more than double that of any 
of the other process industries. 


This industry needs steam 
for both heat and power—mak- 
ing the consideration of prob- 
lems of steam plant equipment 
and operation a profitable ac- 
tivity for mill executives. 


Right now is the time to get 
the story of improved steam 
plant equipment before the 
paper and pulp mill field— 
through the only publication 
devoted exclusively to operat- 
ing problems, and with a cir- 
culation concentrated among 
operating men. 


Heavily mechanized! High powered! Here’s a market 
for you in which heavy equipment running three shifts a 
day, month after month, creates a tremendous demand for 
replacement units and parts, lubricants, and supplies of all 
sorts. 


The paper and pulp mills in the U. S. A. are grouped 


geographically so that they form a market—easy to serve, 
economical to contact and well worth your consideration— 
particularly in view of the fact that one dominant medium, 
THE PAPER INDUSTRY, has the acceptance and con- 
centrated coverage of mills and mill men throughout the 
industry to enable you to do a powerful and effective adver- 
tising job at surprisingly low cost. 


THE PAPER INDUSTRY is published by men 


who have devoted their lives to the study for betterment and 
improvement in the making of paper and pulp. As a result 
its powerful penetration into mill organizations—to the men 
who know the needs of their plants and are constantly alert 
to opportunities to reduce production costs—enables you to 
cover this market thoroughly and economically. 


Ask us about sales possibilities for your 
products in the paper and pulp mill market. 


THE PAPER INDUSTRY 


333 N. Michigan Ave., Chicago, IIl. 
18 E. 41st Street, New York City 


URGES SERVICE 


J. O. Ferch 


worked themselves into a lather in 
trying to find Page 8, according to 
the invitation on the cover, in what 
appeared to be an ordinary four-page 
folder. 

Triumphant war-whoops were 
emitted by those ingenious enough 
to solve the mystery without the help 
of a fortune-teller. 

Salesmen found the folders the 
open sesame to plants where ped 
dlers had been persona non grata in 
the past. One wrote Julius Holl, 
Link-Belt advertising manager, this 
typical letter: 

“At the Blank Motor Company 
plant yesterday, I gave the chief en- 
gineer, Mr. Ryan, one of the folders 
and he had the time of his life trying 
to find Page 8. 


All Gather ’Round 


“Some of the other executives in 
the office were attracted by the com- 
motion and gathered around Ryan’s 
desk. Fortunately, I had a good sup- 
ply of the folders with me and it 
took eight to fill the demand from 
the purchasing agent, assistant pur- 
chasing agent, engineer, millwright 
and several draftsmen. Each wanted 
one to take home with him.” 

Lou W. Kreicker, of Advertising 
Producers-Associated, who devised 
the folders for Link-Belt, passes along 
the following instructions for reach- 
ing Page 8: 

“Note page number at bottom of 
each page and follow these numbers 
in unfolding. Turn Page 1 to left, 
leaving Pages 2 and 3 before you. 
Then turn Page 3 to left, leaving 
Page 4 before you. Now turn Page 4 
to left, leaving Pages 5 and 6 before 
you. 

“Then fold back both pages (5 and 
6) from the middle. Now turn Page 
5 to left and there you have Pages 7 
and 8—and there ain’t no more to it 
except to turn the pages back to their 
original position and show the folder 
to the next victim.” 

The catch in the proposition, from 
the advertiser’s viewpoint, is the care 
with which the prospect peruses 
each of the easy-to-find pages, in the 
hope of getting a clue. When he 
reaches Page 8, he usually reads the 
final message over and over again. 


a, 


Harnischfeger 
Paper Wins by 
Keeping Faith 


Chicago, June 28.—The difference 
between the “P&H Crowd Magazine» 
published by Harnischfeger Corpora. 
tion, Milwaukee, and some other 
papers, is that the former is editeg 
specifically for the direct benefit of 
power shovel operators, rather than 
as a “house organ.” 

J. O. Ferch, advertising manager, 
told the N. I. A. A. today of the 
amazing results of this policy, ag jp. 
dicated on the order sheets. 

“Starting with a mailing list of 
1,000 operators seven years ago, we 
have built up 24,000 readers,” he 
said. “They write us more than 3. 
000 letters every year, enclosing data, 
photographs, and helpful sales leads, 

“Each letter is answered promptly 
with a personal reply. Many of the 
letters written in foreign languages 
are answered in the same language.” 

Every issue contains a lesson on 
some specific phase of excavator op. 
eration or maintenance. From two 
to four pages are devoted to main. 
tenance, published as written, in the 
operator’s own words. Four pages 
of operators’ pictures, without letters, 
are published. 

A Club emblem is supplied to op- 
erators who earn it by sending in 
their pictures and writing a letter 
about the work they are doing. An 
automatic pencil is sent in apprecia- 
tion of performance figures. 


Working for Future 


One of the most valuable features 
of the paper, Mr. Fereh pointed out, 
is a section for junior members— 
shovel operators of the future. A toy 
model of the P&H shovel is offered 
in every issue. The toy is sold to 
the daddy of the would-be operator at 
cost, which includes an engineer’s 
cap. No fewer than 700 toy shovels 
have gone into operation in a few 
years. 

The latest movement sponsored by 
the paper is the certified operator’s 
examination. This examination was 
purposely made difficult, four sets of 
blanks being involved. One set of 
questions covers types of motive 
power. Another is on general ma- 
chine construction features and a 
third set relates to dirt-moving prac 
tice. 

Thus far fifty men have supplied 
notarized statements, vouching for 
experience and dependability and 
have won the operator’s certificate. 
Ten others have failed to pass, but 
will be allowed to take a second ex- 
amination after the passage of 4 
year. 

“The Crowd” is a 6x9 bleed-page 
magazine, printed on a_ two-color 
press at $25 per thousand. Engrav- 
ings and art work are bought on 
contract per issue. The 24-page paper 
weighs less than two ounces and is 
accorded a postage rate of one cent 
per copy, without grouping by cities, 
as was formerly necessary. 

Complete cost per issue is about 
$1,000, or four cents per contact. 

“This has proved a highly inex 
pensive whitewash for our sales 
force,” concluded Mr. Ferch. 


How Ford is using coupons in cur- 


rent campaign in industrial press. 


H. N. Baum With 
“MacRae’s Blue Book” 


Harry N. Baum, formerly advertis- 
ing manager of the Celite Products 
Company, Chicago, has been ap- 
pointed circulation and sales promo- 
tion manager of MacRae’s Blue 
Book, Chicago. For several years he 
has been in charge of advertising 
and production for the Book House 
for Children, Chicago. 

Mr. Baum was active for many 
years in the industrial advertising 
field, and has contributed to adver- 
tising publications as well as teach- 
ing advertising in a number of 
schools. Before joining the Celite 


Products Company, he was sales and 
advertising manager of the Parrish 
Supply & Mfg. Company. 

He is a graduate of the University 
of Wisconsin. 


NEW TECHNIQUE 


K 


LET’S FIGURE 
costs 


Let's check over some of the cost factors in 
metal cleaning—and show how Wyandotte 
Matel Cleaners con seve you money. 


1, Efficient cleaning — Wyendotte cleans 
chemically clean. 


2. Quiet operation—Wyandotte will help you 
meet your time allowances. 


3. Efficiont inspection—Wyandotte cleans so 
thoroughly that all defects show up. 


4. Economy—e little Wyandotte does « lot 
of cleaning and # maintains its strength tg 5 © 9080 COnsrany. 
in solution over unusually long periods. nea eae 
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sT HOUSE IN 
ORDER FOR NEW 
RA: HEITKAMP 


Chicago, June 27.—F. B. Heit- 
kamp, general sales manager, Cin- 
cinnati Milling Machine Company, 
urged the National Industrial Adver- 
tisers Association to prepare for the 
new prosperity by plugging up all 
holes in the sales boat. 

Mr. Heitkamp opened the second 
day’s session of the N. I, A. A. with 
nis address, “Grooming the Sales 
Department for Better Business.” 
Gregory H. Starbuck, General Elec- 
tric Company, Schenectady, N. Y., 
presided. 

The process by which many adver- 
tisers survived the depression must 
now be reversed, Mr. Heitkamp 
said. Sales territories which were 
expanded must now be contracted, 
more salesmen being put to work 
to cover the field. Intensive culti- 
yation of smaller areas replaces 
sketchy covering of large territory. 

The reorganization should not be 
confined to sales organizations, how- 
ever. It should be extended back 
into every nook and cranny of the 
company, every executive and every 
employe being made to feel that the 
test of his efficiency lies in results 
reported from the firing line. 


Contests Are Helpful 


Returning to salesmen, Mr. Heit- 
kamp remarked that the general 
field is somewhat ahead of the in- 
dustrial in keeping salesmen on 
their mettle with contests. While it 
is possible to overdo this, industrial 
manufacturers have erred in the 
other direction. 


He remarked in passing that com- 
plaints are valuable, giving the ad- 
vertiser an opportunity to make new 
friends and customers. 


Twenty-seven advertisers queried 
by Mr. Heitkamp indicated substan- 
tial increases in their advertising in 
the immediate future, with perhaps 
more emphasis on direct mail than 
heretofore. 


Advertising under the industrial 
recovery act, he pointed out, must 
emphasize quality and lay less stress 
on price. 

One of the vital jobs remaining to 
be accomplished is to sell manage- 
ment on sound planning, including 
effective advertising. 

In laying down a definite program 
for the expansion era which seems 
to have been reached, he urged his 
audience to start locating men for 
training as salesmen; pay more at- 
tention to small orders; improve the 
efficiency of salesmen by adjusting 
their remuneration to fit the new 
conditions; use quotas, but make it 
possible for salesmen to meet the 
quotas by showing them where to 
get orders. This often involves 
training in the field. 

Mr. Heitkamp said enthusiasm is 
the priceless ingredient in selling. 
It is the only quality without which 
a salesman can’t succeed. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


YOUR SALES MANUAL--—LET 
Us prepare it. We have for many 
leading firms. Send for literature. 
Arthur W. Wilson, 501 Fifth Ave., 
New York City. 


Give your readers a NEW DEAL 
by securing experienced trade paper 
Writer-editor, college graduate, stu- 
dent of merchandising methods and 
trends. Address Box 1256 Class & 
Industrial Marketing section of Ad- 
Vertising Age. 


GOODRICH DRIVE 
ON INDUSTRIAL 
FIELD RENEWED 


Survey Shows Salesmen What 
To Shoot at 


Akron, O., June 29. — Dividing its 
efforts evenly between the known 
market for truck and bus tires and 
the equally profitable, but less pub- 
licised field of industrial tires, the 
B. F. Goodrich Company has launched 
one of the most comprehensive sales 
drives in its history. 


As dealers were told, “the pros- 
perity-bound band-wagon is now 
equipped with rubber tires!” 

Though the Goodrich advertising 
which saturates the general con- 
sumer field through magazines and 
newspapers is helpful to the attain- 
ment of industrial objectives, Good- 
rich believes in specialized copy to 
each field, which permits the em 
phasis most effective in each case. 

The men who own and operate 
trucks are being reached through 
Business Week, Time, Nation’s Busi- 
ness, Fleet Owner, Distribution and 
Warehousing, Factory Management 
«& Maintenance, Modern Brewery, 
Western Construction News, Power 
Wagon, Bus Transportation, Transit 
Journal and other leading papers. 


Award for Safety 


Supporting this advertising is a 
remarkable array of sales aids, 
headed by the Silvertown Safety 
Award Plan for “no accident” truck 
and bus drivers. This award has en- 
listed the keen interest of supposedly 
hard-boiled truck operators. Featur- 
ing this idea, Frank Mihm, Goodrich 
truck tire distributor in Pittsburgh, 
has signed over 1,800 drivers, repre- 
senting more than 50 large commer- 
cial fleets, with the sanction of their 
superiors. 

Other tie-in material is the Good- 
rich truck tire mileage cost plan, 
truck tire analysis forms for selling 
the dealer’s recommendations, a serv- 
ice report form and others which en- 


SAFETY AWARD 


a 


$ 


able the prospect to keep his own 
record of the relative cost of tires. 
Even more fascinating are the 
salvos fired in behalf of the special 
line of Goodrich industrial tires. A 
Goodrich survey not only indicated 
the most important buyers, but laid 
down a general rule as to the man 
possessing the authority to buy. 
Goodrich divides the industrial 
field into two classes: automotive in- 
dustrial trucks and hand trucks and 
trailers. 

Locate Key Men 


In foundries and machine shops, 
large users of the former, the pur- 
chasing agent and master mechanic 
were found to be key men. Steel 
mills, fabricating plants, railroad 
terminals, railroad shops and ware- 
houses are other important users of 
industrial trucks. 

The company found, in its study 
of the hand truck field, that in ad- 
dition to the replacement business 
on trucks originally equipped with 
rubber tires, there is a large num- 


-|ber of hand trucks and trailers now 


equipped with steel wheels which 
offer a desirable potential for change- 
overs to Goodrich industrial tires. 

Finally, it discovered that of 1,- 
500,000 wheels sold annually as orig- 
inal equipment on industrial trucks, 
‘tractors and trailers, less than 10 
per cent is on rubber tires, indicat- 


ALL DRESSED UP 


Goodrich idea of a wheelbarrow. 


ing an amazingly fertile field for the 
work of tire experts. 

W. C. Bray is manager of the Good- 
rich Truck and Bus Tire Department. 


GRAF PRESIDENT 
OF ERIE CLUB 


Erie, Pa., June 28.—Industrial ad- 
vertisers are playing a leading role 
in the activities of the Brie Adver- 
tising Club. 

The new officers recently elected 
are headed by Frank J. Graf, adver- 
tising manager of the Hays Mfg. 
Company, who,was chosen presi- 
dent; Don Allshouse, advertising 
manager, Northern Equipment Com- 
pany, who is vice-president; Earl 
Brown, First National Bank, secre- 
tary-treasurer. 

Directors include C. A. Massing, 
sales manager of the Griswold Mfg. 
Company; Ford E. O’Dell; C. C. 
Bliley, Erie Trust Company; Earl 
Bonnell, Erie Steel Construction 
Company, and Edward G. Baker, 
Isaac Baker & Sons. 


The National Industrial Advertis- 
ers Association has only one fem- 
inine member and she is always 
present at the annual meetings. She 
was much in evidence at this year’s 
convention at Medinah Athletic Club. 
Meet Miss Frances Suarez of the 
Philadelphia Quartz Co. 


OUTPUT OF CENTRAL STATION POWER PLANTS 


$623 & 


Millions of Kw.-Hr. 


| 


is the central station executive. 


Who's doing the selling? 


Many are selling. But guiding, and encouraging the selling 


Jan. Feb Mar Apr. May June July Aug. Sept. Nov. Dec 


 — In the face of a reduced lighting load at 
\ THE BUSINESS WEEK this season, compared with winter, the 
~ WEEKLY INDEX OF electric light and power companies are 
= >’ * BUSINESS ACTIVITY shooting up to output comparable with two 
“ years ago . . . with accent on the 
193 i 4 Ny ~ +1932 x POWER. 1932 is being forgotten in the 

7S oe = — a ot 1g upward swing. 

se 
bit wie bittititispiily : ro. waeere gga 
rhitititit titi tipi tay riven) are turning over— 
Jan. Fi ’ 
eh Mer Apr. May June July Aug. Sept. Oct Nov Dec l SALES for motors and control equip- 
——————— ment, 

Industry’s ovens (electrically 


heated) are warming up— 


SALES for heating appliances and heating 


equipment. 


Industry’s late-day and early morn 
ing shift (electrically lighted) is 
shifting from lethargy— 


SALES for modern illumination equip- 


This year above all years he must. The governing body of 
the central station industry—the Edison Electric Institute 


held its annual convention in Chicago a month ago. 


EXCERPT: 


“It (the industry) cannot stand still under 


the agitation for rate reductions and THE ONLY WAY 
THAT RATE REDUCTIONS ARE PRACTICABLE IS 


THROUGH SELLING MORE ENERGY.” 


tion equipment) once this broad 
now within 144% of 1931. 


Central Station executives, alway 
so today for acute reasons. 


Central Station engineers faced 


Both are receptive. 


Electrical World is their paper. 


gram pushes the output curve through 1930 levels. 


Need it be asked who’s doing the selling . . . and need 
it be asked who'll do the buying (of generating and distribu- 


central station selling pro- 
It is 


s sales minded, are acutely 


ment. 


Sudsy spots (electrically cooled) 
are being legally patronized— 


SALES for lighting display, cooling, re- 


frigeration. 


Retail establishments as well as 
show houses (electrically cooled) 
enjoying increased patronage due 
to temperature control— 


SALES for air conditioning, fans, refrig- 


erators. 


Factories (electrically operated) 
are feeling first flushes of de- 


mand— 


SALES for electrical helps in production 


costs. 


Public buildings, parks (electric 
ally decorated) are sensing display 
value of modern illumination— 


SALES for flood lighting and control. 


with vastly increased do- 


mestic load, are acutely interested in future capacity—now 
that the industrial load is stepping up. 


ESTABLISHED 1874 


Homes (electrically served) are 
buying more electrical conveni- 
ences— 


SALES for ranges, water heaters, refrig- 


erators, appliances. 
All building load—fast. 


All creating capital expenditures— 
fast. f 


ELECTRICAL WORLD 


330 West 42nd Street, New York 
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try or the Chief Engineer in large 
buildings, is governed by condi- 
tions existing on the particular 
job. One fact remains, one or 
more of these men will influence 
and consummate the sale. 


ITH industry starting its up- 

ward drive toward normal 
operating conditions, activity de- 
mands the rehabilitation of equip- 
ment which of necessity has be 
come worn out and obsolete dur- 
ing the past few years. Machin- 
ery once again operating on a full 
day’s time demands replacement 
of parts that do not now function 
at full efficiency. In need for 
economy of operation, old, obso- 
lete equipment must be renewed. 


One or more of these factors mak- 
ing up the three groups into 
which this market is divided will 
give this business to you or to 
your competition. 


Your marketing problem then is 
definitely outlined. Complete cov- 


The purchase of your heating, pip- erage of these three groups. 


~ ing and air conditioning products 
ms is affected by three definite groups, 
‘ the designing and specifying 
group, the installing group and the 
group concerned with operating 
and maintenance. 


There are publications whose con- 
cern is with one or with the other 
of these groups but HEATING, 
PIPING and AIR CONDITION- 
ING is the ONLY ONE publica- 
tion covering the three groups 
which you must reach to do your 
whole selling job in this market 
most economically. 


Obviously, each segment into 
which the market for heating, pip- 
ing and air conditioning products 
is divided is of extreme import- 
ance to the manufacturer. Whether 
the final word as to selection and 
purchase is to be brought about by 
the Consulting Engineer, the En- 
gineer on the architect’s staff, the 
Contractor, the Engineer in indus- 


Write for your copy of “SELLING 
THE MARKET FOR HEATING, 
PIPING AND AIR CONDITION. 
ING PRODUCTS IN THE 
LARGE COMMERCIAL, PUBLIC 
AND INDUSTRIAL FIELD.” 


HEATING, PIPING and AIR CONDITIONING 
1900 PRAIRIE AVE. CHICAGO 


MILO E. SMITH 
EA. A. CHIEF 


Chicago, June 27.—Milo E. Smith, 
advertising manager of Chicago 
Bridge & Iron Works, was elected 
president of the Engineering Adver- 
tisers’ Association tonight at Me 
dinah Athletic Club, where the E 
A. A. joined the N. I. A. A. in its an 
nual banquet. 

Mr. Smith, who succeeds W. I. 
Brockson, Steel Sales Corporation, 
has long been active in E. A. A. af- 
fairs. Like his predecessor, he took 
a leading role in preparation for the 
N. I. A. A. convention. 

Other new officers: Vice-president, 
O. A. Decelle, International Filter 


Company; secretary, A. DeYoung, 
Whiting Corporation, (re-elected) ; 
treasurer, B. R. Graff, Creamery 


Package Company. 

New directors are E. J. Heimer, 
Barrett-Cravens Company; T. W. 
Merrill, Westinghouse Electric & 
Mfg. Co.; and F. O. Burkholder, Ahl- 
berg Bearing Company. Win Conley, 
McGraw-Hill Publishing Company, 
was made an associate director. 


Don Ilette with 
Mail Service Agency 


Don Ilette has joined the Rylander 
Company, Chicago, as manager of 
the creative department. 

Mr. Ilette was formely with Sheaf- 
fer Pen Company and more recently 
was in charge of advertising and 
sales promotion for MacRae’s Blue 
Book. 


When the lads go back to school 
they are entitled to a recess, just as 
they were at the little red school- 
house. Thus reasoned Howard F. 
Barrows, presiding at the Monday 
meeting. He announced a brief in- 
terlude between each address, and 
the innovation was thankfully re- 


ceived. 


HEADS E.A.A. 


Milo E. Smith 


JENKINS JUMPS 
ITS ADVERTISING 


Chicago, June 28.—James_ R. 
White, vice-president and sales di- 
rector of Jenkins Bros., New York, 
leading valve manufacturers, an- 
nounced today during the conven- 
tion of the National Industrial Ad- 
vertisers Association that the adver- 
tising appropriation of his company 
for the second half of 1933 has been 
doubled. Mr. White expressed the 
belief that the improvement in gen- 
eral business conditions warrants in- 
creased sales and promotional activ- 
ity, and asserted that Jenkins Bros. 
is prepared to take immediate ad- 
vantage of the upturn. 


The Jenkins Bros. account is han- 


dled by Rickard & Co., New York. 


BEHIND the 


e 


men 


ILLUSTRATING HOW PUBLIC CON- 
STRUCTION INCREASES EMPLOYMENT 
INSIDE AND OUTSIDE THE INDUSTRY 


In the late war four men were 
required in the rear to support 
every man at the front. Behind 
the men in the rear was the 
whole industrial structure of 
the United States, employing 
millions. 


rectly and indirectly for one 
million men; (2) that for every 
man actually at work in the 
front lines of construction there 
are three to four behind him, 
making and transporting equip- 
ment and materials. This ratio 
has been established in highway 
construction. A single item, 
cast iron pipe, used extensively 
in water-works construction, 
provides employment in seven 
industries — coal mines, iron 
mines, limestone quarries, pipe 
foundries, blast furnaces, truck- 
ing and railway transportation. 
Water-works authorities  esti- 
mate that it will require one 
million men a full month’s time 
to produce and lay the cast iron 
pipe mecessary to complete 
water-works improvements now 
on the project list. 


The engineering-construction in- 
dustry provides comparable em- 
ployment estimates. In normal 
times 3,000,000 people are em- 
ployed directly in construction 
work. 83% of the construction 
dollar goes to these employees 
and to employees in other in- 
dustries. 


Different authorities agree in 
their estimates of the indirect 
benefits of a sustained program 
of construction: (1) that every 
billion dollars expended by the 
government for public works 
will provide employment di- 


uy \ 


Courtesy of United States Pipe and Foundry Co. 


The engineering-construction indus- 
try, comprising 45,000 engineers and 
contractors, has been entrusted with 
the responsibility of accelerating 
this employment as Washington re- 
leases the $3,000,000,000 of finances. 
No one can foresee which engineers, 
which contractors will get the jobs. 


Engineering 


Nor is it economically feasible to 
contact all these engineers and con- 
tractors one by one with salesmen. 
There is a definite, effective way 
for manufacturers of equipment and 
materials to do the job —and that 
is with steady two-fisted advertis- 
ing in 


News-Record 


Construction Methods 
MeGraw-Hill Publications 


330 West 42nd Street 


New York 


ee 


Republic Uses — 
Poster Style 
On New Line 


Chicago, June 28.—The Repub, 
Flow Meters Company, Chicago, ha 
instituted a novel campaign featy. 
ing six new instruments with SPace 
in the leading power plant publica. 
tions. 

The advertising consists of eigh 
quarter-pages, run on consecutiye 
left-hand pages. The quarter-page 
units are laid out horizontally, ang 
are designed in poster style. 
“Because of the difficulty of Siving 
full details in announcement adye. 
tisements,” explained H. W. Stoet. 
zel, advertising manager, “we are yg. 
ing this poster method and inviting 
interested inquirers to write for fur. 
ther information.” 

The advertisements appear in the 
July issue of Mechanical Engineer. 
ing. Power and Power Plant Engin. 
eering. 

The new products combine engip. 
eering skill with artistic talent to 
produce attractive appearance. [ap 
elli, the Chicago sculptor, designe 
the cases. 


- planned 


AND PLANNED RIGHT 


Ar least four months before 
this client’s first advertisement 
appeared, the whole year’s cam 
paign had been designed and 
approved. 


There was a period of eight 
months between the layout ané 
the first of the finished adver 
tisements shown above, yet the 
original designs were followed 
exactly because the intervening 
period had demonstrated the 
soundness of the plan. 


This whole campaign is mighty 
interesting. It shows how ? 
wide range of products was tie( 
together into groups and _ fou! 
independent advertising cam 
paigns launched for a_ single 
client. 


The folder which tells the story 
(there is only one in existence! 
is necessarily bulky—mostly ex 
hibits — they show what wa 
done and what resulted. 


We'll gladly bring the big foldet 
to your desk or exhibit it in ou! 
office. You'll find it interesting 
—perhaps valuable. 


When? 


0. 8S. TYSON 
AND COMPANY, Ine 


CLASS & INDUSTRIAL 
ADVERTISING 


Member A. A. A. A. 


\ 
TYSON-RUMRILL ASSOCIATH) 
41 Chestnut St., Rochester, NE 


New York, 
N. Y. 


230 Park 
Avenue 
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HLALA. HEARS 
DISCUSSION OF 
RECOVERY BILL 


Chicago, June 28.—C. R. Stevenson, 
partner in Stevenson, Jordan & 
Harrison, Management engineers of 
New York, today gave the National 
Industrial Advertisers Association 
what he described as a first-hand de- 
scription of the National Industrial 
Recovery Act. Mr. Stevenson admit- 
ted, however, that the picture is far 
from clear. 

The N. I. A. A. joined the Porce- 
Jain Enamel Institute, also meeting 
at Medinah Athletic Club, for Mr. 
Stevenson’s address. 

The Administration is against any 
pricing plan by industry, Mr. Steven- 
gon said. It is concerned almost ex- 
clusively with creation of buying 
power by getting labor back at its 
tasks. The administration will, how- 
ever, allow a fair return on invested 
capital. The exact percentage has 
not been determined, Mr. Stevenson 
saying that 10 per cent is the fa- 


TIRED BUT HAPPY 


W. |. Brockson, retiring president, E. A. A. 
and chairman of attendance promotion 
committee, N.1. A.A. 


vored figure among many industrial 
captains. 

Pro-ration of production will be 
based on present sales of each man- 
ufacturer, he asserted, instead of 
mere plant facilities. This means 


that companies which have been 


energetic marketers will have an ad- 


vantage over those which have al- 
lowed nature to take its course. 
Mr. Stevenson said that manufac- 
turers favoring modification of the 
anti-trust laws solicited the aid of 
the then President Hoover. The lat- 
ter was sympathetic, but did not re- 
gard this as emergency matter. 


Rule of Majority 


The present national industry re- 
covery bill is truly democratic, he 
asserted, because it substitutes the 
rule of the majority for that of the 
minority in industry, just as it has 
always existed in politics. 


“The unsocial individual or com- 


pany can no longer drag its industry. 


down to its level,” said the speaker. 

“This majority rule bans individual 
freedom of action. While it is writ- 
ten down as a temporary measure, 
there is reason to suspect it may be- 
come permanent.” 

The Government, he said, is not 
concerned with codes or their de- 
tails so much as it is with getting 
men back to work. No standard of 
hours or wages has been established, 
however. 


In spite of the Government pro- 
nouncement against mechanized in- 
dustries, Mr. Stevenson asserted that 
while there may be some minimum 
return on capital, the efficient com- 


pany will continue to make more 
money than the inefficient one. 
Instructions from Washington, he 
continued, are for each industry to 
settle on a general code, then de- 
cide the details within itself. 
The current hearings on the code 
of the cotton-textile industry, he 
said, will decide many questions now 
in darkness. 


Rogers with Tyson 
Earl A. Rogers has joined O. S. 
Tyson & Co., New York, as account 
executive with Tyson-Rumrill Asso- 
ciated, Rochester branch. Mr. Rog- 


ers has been in the advertising de- 
partment of the Bausch & Lomb Op- 
tical Company. He formerly was 
with The Iron Age. 


White Fleet Helps 
Introduce Veos Sink 


Youngstown Pressed Steel Company 
has equipped a number of automo- 
biles, finished in white, with the Veos 
Sink, a new product. 

The company has found the whole- 
sale plumbing jobber, on which it is 
concentrating efforts, responsive to 
this unusual introductory work. 
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Editorial 


performed. 


In serving its readers DIS- 
TRIBUTION AND 
WAREHOUSING 
has served its advertisers, 
creating a market place that 
no sales executive can afford 
to overlook. The motor 
freight and warehousing in- 
dustry presents a preferred 
market to those whose prod- 
ucts are required to keep 
these great truck fleets mov- 
ing at top-notch efficiency 
and the warehouses with 
their modern high-speed 
handling equipment, func- 
tioning at profit-making 
capacity. 


The 1933 Program of this 
Publication presents an un- 
paralleled advertising buy, 


The base rate 
for advertis- 
ing in “Dew” 
is $100 per 
page. 


strength, prestige and unquestioned 
authority in the distribution and warehousing in- 
dustry are the well-earned rewards of a duty well 


MOTOR FREIGHT 
Distribution and Warehousing Is a Unit of the United Publishers Corp. 


WA co unit 
srg POINTS! 
i ae 


. . That it 


“DISTRIBUTION 
AND WAREHOUS- 
ING” and its compan- 
ion publication, “DIS- 
TRIBUTION” are 
from advertising view- 
points the same, “DIS- 
TRIBUTION,” the 
auxiliary publication, 
has a controlled cir- 
culation. Advertising 
space in both is sold 
as a single unit at the 
regular space rates 
of “DISTRIBUTION 
AND WAREHOUS- 
ING.” 


One-medium Coverage of the Huge 
Motor Freight and Warehousing Market 


For over thirty years DISTRIBUTION AND 
WAREHOUSING has kept pace with the growth 
of the now giant industry it serves. . 
served well is attested by the fact that it is the 
one and only publication of its kind in the field. 


including as it does a plus circulation to a special 
list representing 12,000 important individuals in 
the motor freight, transfer and warehousing fields. 
This excess circulation is obtained through the 
controlled circulation of the auxiliary publica- 
tion, DISTRIBUTION, which is a monthly edi- 
torial digest of DISTRIBUTION AND WARE- 
HOUSING, wherein your advertising copy is re- 


peated at no extra cost. 


“Dew” is an executives paper, the cost of which 


is $3.00 per year. 


249 West 39th Street 
New York 
a o TRANSFER s e 


Remember :—Without addi- 
tional expense your adver- 
tising copy is lifted from 
“Distribution and Ware- 
housing” on the first of each 
month and published again 
in “DISTRIBUTION” on 
the fifteenth. 


Two distinct and separate 
publications every month, 
twenty-four every year. One 
publication advertising cost 
gives you this dual circula- 
tion wherein each of the 
12,000 names on the “DIS- 
TRIBUTION” list receives 
it at least six times each 
year. 


Let “D&W” Service blanket 
this fertile motor freight and 
warehousing field with your 
selling message. 


The use of 
one medium at 
one low cost 
blankets _ this 
rich market. 


WAREHOUSING 


: . 


turers of every product 


PROOF OF RESULTS: 


waukee, Wis. 


Co., Geneva, Ohio. 


1933-34 edition. 


MacRae’s 


Industrial 
Marketing 


is a national directory of all the important manufac- 


Widely Distributed 
Constantly Used 


by those men who specify or buy. 


MacRAE’S BLUE BOOK 


with an annual circulation of over 13,000 
with 50,000 copies in actual use 


is the ideal tie-up between advertiser and buyer giving the manu- 

facturer display advertising and conspicuous bold-face listings 

with descriptive statements about his product at the actual time 
of purchase 


“We recall an order for $55,980.00 which we received 
that we traced directly to our representation in Mac- 
Rae’s Blue Book.”—Magnetic Manufacturing Co., Mil- 


“We firmly believe that MacRae’s stands far out in 
front of any other form of advertising we are using.”— 
Erie Bronze Co., Erie, Penna. 


“We find that we receive a great many more inquiries 
bearing the MacRae key number than any other trade 
paper or directory we patronize.’—Geneva Metal Wheel 


By acting promptly, you can still secure representation in the 
Issued with the upturn in business, the forth- 
coming edition will be in greater demand than ever before, and 
will be especially valuable to new purchasing departments in 
plant rehabilitation, material supplies and purchases. 


Advertisers who key their messages, know that MacRae’s Blue 
Book is the lowest cost form of reaching buyers at the time of 
purchase; they know that it brings valuable inquiries and orders, 
and is the ideal tie-up in Industrial Marketing. 


Wire or write today for information regarding Display 
Space, Bold-face Listings, Extra Words of Descriptive 
Matter, Local Distribution and Trade-Name section. 


There is still time to secure representation—but immediate action 
is necessary. 


18 East Huron Street 
CHICAGO 


51 Madison Avenue 
NEW YORK 


used in industry that is 


Blue Book 
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PROB 


in industrial advertising and marketing 


W 
CONDUCTED by KEITH J. EVANS ° 


LEMS 


Companies Are Inquiring 
Attached are several advertise- 
ments which we would like to have 
you review. If you have any sug- 
gestions, we would be glad to have 
them. 

It seems to me there must be a 
particular type of advertisement more 
suitable than others during this 
revival period. If anyone else has 
an idea as to this type of advertise- 
ment we want to know it. 


SALES PROMOTION MANAGER. 


There is, of course, no one theme 
that is particularly suitable for this 
“revival period” as you call it. Your 
advertisements are interesting and 
attractive. 

My only comment, however, is that 
they may tend to be a little too insti- 
tutional and general. Some believe 
that this is a higher grade of adver- 
tising but that it takes more of it to 
secure definite results than a more 
direct attack. 

If it were possible to suggest one 


theme for present conditions, it 
would probably be the action theme. 
Write your copy and develop your 
layout to get action on the part of 
your prospective customer. Get him 
to do something. Get him to give 
you information, write in for infor- 
mation, for prices, for samples, for 
catalogs, for advice, etc. 

Men on the receiving side of busi- 
ness tell us that many companies not 
in the market for a long time are 
now trying to adjust themselves, to 
get complete information and details 
on what changes have developed 
since they were last in the market. 
For this reason they are very eager 
for new literature, data, etc. 

This action copy is always good, 
but it should be particularly sound 
during the current and coming 
period. 

s & 


Indexing the Catalog 


The index to our catalog has usu- 
ally taken about two pages, and we 


have indexed everything under the 
noun, occasionally using a _ cross- 
reference. 

We have had an occasional com- 
plaint that our index was not com- 
plete and would like to know how far 


|other companies are going along this 
| line. 


ADVERTISING MANAGER. 

It does seem as though it would be 
sufficient to index each item accord- 
ing to the noun. However, unfor- 
tunately, people do not always look 
under the noun but almost as often 
under the adjective or other descrip- 
tive word in connection with the 
product. There are often many 
terms for each product. 

Indexing is probably one of the 
most carelessly done jobs in connec- 
tion with the catalog. It is left to 
the last minute and then rushed 
through without due consideration 
because it is last and because it is 
an uninteresting detail. However, 
the index is important, and we be- 
lieve it is wise to index under other 
descriptive words in addition to the 
noun and also under the different 
names by which the product might 
be called. 

Make your index complete. Have 
it developed so that no matter how 
you look you will always find what 
you are looking for. Then everyone 
will tell you how easy your catalog 
is to use and that, in turn, will bring 
you more business. 


WE DIG A MARKET 


QUIPMENT and raw materials manufac- 
turers should study the food industries 

if they are at all apprehensive of a day to 
come when no selling effort will be needed. 
The people of the United States are a con- 


stant market for food. Anyone who can read 


statistics knows the size of the market. Food 


manufacturers know pretty 


how much flour, milk, butter, ice cream, meat, 
fish, sugar and other eatables will be con- 
sumed in the next twelve months even if 


they have been conservative 
beer market. 


This comparative ease of measuring a mar- 


definitely just 


in gaging the 


of results secured by manufacturers who ad- 
vertise in Food Industries shows a spread of 
inquiries and orders over all branches of the 
food-processing field. That is why we say to 
equipment and materials manufacturers who 
sell to food plants—get effective results eco- 


nomically by concentrating in a single publi- 


ket and adapting production to consumption 


and competition, accounts largely for the 


good showing the food industries have made 


throughout the late depression. 


There is another and important reason for 
this good showing. The food industries, a 
modern branch of industry, have profited by 
using modern equipment and methods. Food 
manufacturers have learned quickly, through 
an interchange of experience, the newer ways 
of producing, packaging and distributing. 
The baker has learned from the canner. The 
brewer has learned from the dairy-products 
manufacturer. The meat packer has learned 
from the ice cream industry—and so on. 


It is this community of interests that Food 
Industries serves. The problems of one type of 
food plant many times are the problems of 
several others. No plant is dependent wholly 
on strictly industry processes. An examination 


cation, Food Industries. 


Announcement 


Effective with the July issue Food Industries 
will increase its editorial space 20% and will 
add to its editorial personnel. Format and 
front cover will also be improved. 


reading it. 


What's in the JULY issue 


we cheese buyers are up against is so ade- 
quately narrated that few are going to miss 
Few know how to make lactose in 
soluble form. We spill the beans. There’s a story 
on dehydration by absorption that’s especially inter- 
esting to confectionery men. Bananas, a raw. mate- 
rial for some food processers, get attention. So does 
vegetable oil. Canners will be interested in how one 
company solved a common problem. Getting bottles 
returned is a problem of beverage and dairy people. 
A device hit upon by one company increased returns 
2200% or something like it. Because food men are 
the biggest operators of truck fleets a lot of atten- 
tion is given gasoline, oils and greases. Other 
subjects include yeast, spice, flour and vegetables. 


RIES 


Collective Catalogs vs. 
Individual Catalogs 


A salesman was in the other day 
suggesting that we place our whole 
catalog in one book of consolidated 
catalogs. 

We hesitate to lose our identity 
by doing this although the idea 
seems to be a good one. 

Will you please let me hear from 
you in connection with this catalog 
problem? 

ADVERTISING MANAGER. 


We are not familiar enough with 
your line to know how many pages 
your catalog contains. If it is a very 
large catalog and covers products for 
a number of fields, it probably would 
not be wise to place the whole cata- 
log in this collective issue. 

On the other hand, if your line is 
rather limited and the catalog is not 
too large, and it is the habit of the 
industry to use this catalog, it would 
probably be smart as well as eco- 
nomical for you to go along with 
them. 

It stands to reason that a catalog 
pre-filed in a collective set of books 
and then delivered to prospective 
customers will be kept and used 
more regularly than a great mass of 
different kinds of catalogs which 
are sent out independently. 

There are very few companies that 
have a worthwhile filing system for 
catalogs. Therefore, the chance of 
your catalog being available when 
the purchaser is interested in buying 
is not so good unless you send it 
exactly when you know the buyer is 
in the market or it is filed in the 
collective catalog binder. 

There is no necessity, however, 
for this to be your only catalog. You 
can dress it up, put a special cover 
on it, and use it for your individual 
catalog work in quoting, etc., or have 
an entirely independent and separate 
catalog in addition. 

In a great many lines in which 
there is creative and educational 
work to be done, it is wise to have 
a special selling booklet with illus- 
trations and selling arguments which 
might include the practical detail 
material which would go into the col- 
lective catalog. With these two 
issues, no doubt, you could cover the 
most ground in the most economical 
manner. Your special creative cat- 
alog then would only be sent out on 
requests or to accompany quotations. 
The idea of sending a general cata- 
log out without requests to a large 
list has been found very wasteful. 


7 VF 


Life in Ads? 


The chief and I have just had a 
little difference of opinion as to the 
illustrations in our advertisements. 
We had some very fine retouched 
photographs of our equipment which 
he thinks will prove very desirable 
for illustrating a series of ads we 
are about to schedule. 

However, there is no life in them 
at all, and while they show up the 
machine in perfect detail, there is 
nothing to attract attention. Of 
course, having founded and developed 
the business and incidentally the 
machines, the boss thinks that the 
manufacturers ought to be interested 
without any false motions. 

I wonder if I might have a neutral 
opinion from you. 

ADVERTISING MANAGER. 


After an expensive retouching job 
has been accomplished on your line 
of machines there is naturally a hope 
to use them again in material other 
than the catalog. 

One very good answer is to in- 
clude operators in the pictures. This 
costs but very little more, and if pic- 
tures of this kind are more attractive 
in advertisements, they probably 
would also be more attractive in the 
catalog although not half so neces- 
sary. Having developed your re- 
touched photographs without life, it 
is often quite possible to take a 
photograph of one man or more look- 
ing on with interest or even a photo- 
graph of the man running the ma- 
chine and either strip it in on the 
halftone negative or paste it in on 
the photograph before the halftone 
is made. 

Sometimes an even more effective 
photograph may be secured of your 
equipment in operation in your own 
or customer’s plant without retouch. 
ing. This would only increase your 
cost to the extent of the photograph 
and I am sure the increased interest 


a 


Close-ups only showing a y 
close but enlarged view of the More 
important working parts of the ma. 
chine, including perhaps a Close-yp 
of the face of the man Operating 
make very good pictures and usually 
stop the most casual readers. 

If you are going to spend mone 
for space, it is absolutely essentig) 
that you include illustrations and 
headlines that will stop your prog. 
pective customer. If not, the spag 
will cost you more than you can po. 
sibly get out of it. 


New Representative 


for “Paper Industry’ 


E. B. Fritz, publisher of The Pape 
Industry, Chicago, has announced the 
appointment of Harry K. Dunn, fop. 
merly Eastern representative of Fa. 
tory and Industrial Management, 9 
Eastern manager, with headquarters 
at 18 E. Forty-first street, New York 
He succeeds G. D. Wyatt, who hag 
been with the publication since jt 
establishment in 1919. He is leaving 
to go to Los Angeles. 


Steel Beer Barrels 


Being Advertised 


National Enameling Company, Mil. 
waukee, has started an advertising 
campaign on Nesco Steel Beer Bar. 
rels. 
E. K. Lucas is advertising man. 
ager. 


1929 
ORDERS 
IN 
1933 


? 


JUST LOOK* 


We got tired of spreading gloom 
so we went out to look for pros- 
perity. 


And here's what we found. One 
manufacturer going on double 
shifts—another increasing produc- 
tion 400% —A Baltimore Com- 
pany employing 40% more men 
—A Detroit Company reporting a 


45% increase in business. We 
could go on and on. 
Yes, there are 1929 orders in 


1933 and you too can find them 
by reaching the right concerns in 
these times. 


There is one industrial magazine, 
Mill & Factory, that due to its 
unique circulation method, is de- 
livering just the circulation for 
these times. It is kept constantly 
up-to-the-minute by 86 active in- 
dustrial distributors. If a certain 
industry and its allied businesses 
becomes suddenly active, there 
isn't any delay. The key men in 
those busi b Mill & 
Factory readers. 


The time to reach those active 
plants is now. Do not let pros- 
perity's parade find you standing 
on the curbstone—the line forms 
on the right. 


It will give us pleasure to prove 
all these statements with actual 
facts. 


MILL & FACTORY 


New York—205 E. 42nd St. 
Chicago—333 N. Michigan Ave: 
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SPACE BUYER’S GUIDE 


To Dependable Industrial, Trade & Class Publications 7 


sprasives (See Machinery) 


jir Conditioning (See Heating and 
“ventilating, Refrigeration, Sheet 
Metal and Warm Air Heating) 


jpartment Buildings (See Hotels) 


jrehitects and Builders (See Con- 
“struction Industries) 

jutomobile Accessories (See Auto- 
motive ) 

jutomotive (See also Motor Trucks, 
“Railways [Electrical], Tractors) . 


AUTOMOBILE TRADE JOURNAL, _IN- 
CLUDING MOTOR WORLD WHOLESALE 


4 business paper for all classes of men 
engaged in the wholesale and retail au- 
tomotive trade. Largest paid trade cir- 
culation in these fields. Now includes 
principal features formerly found in 
Motor World Wholesale. Member A. B. 
c, A. B. P.. Closing date, 15th of the 
month preceding publication. Type page, 
7x10. Halftones, 120 line screen, Page 
rate: 12 times, $350; 6 times, $387.50; 
1 time, $425. Smaller space pro rata. 
Fifteen per cent agency commission, no 
cash discount. Subscription, $2. Pub- 
lished by Chilton Co., Chestnut and 56th 
Sts. Philadelphia, Pa. 


AUTOMOTIVE INDUSTRIAL RED BOOK 


Listing all sources of supply for automo- 
tive manufacturers. Annual circulation 
approximately 13,000, divided as equally 
as possible between four issues—Febru- 
ary, May, August, November. Factory 
List free to annual advertisers. Forms 
cose 25th of month preceding issue. 
Type. page, 5x8. Halftones, 110 line 
screen. Page rate on annual contract, 
$125 per issue. Fifteen per cent agency 
commission, no cash discount. Published 
by Chilton Co., Chestnut and 56th Sts., 
Philadelphia, Pa. 


AUTOMOTIVE INDUSTRIES 


Published every Saturday. Forms close 
Monday at noon. Type page, 7x10. 
Halftones, 120 line screen. Bulk space 
advertising rates range from $125 for 
one page to $96 per page for 104 pages 
within one year. Fifteen per cent agency 
commission, no cash discount. Subscrip- 
tion price, $1. Member A. B. C., A. 
B. P. Industrial paper devoted to prob- 
lems of those interested in construction 
of passenger cars, trucks, tractors, air- 
planes, their parts and accessories, and 
all matters relating to industrial devel- 
opment in the automotive field. Read 
by presidents, general managers, en- 
gineers, production managers, etc., of 
over 2,000 automotive plants. Published 
by Chilton Co., Chestnut and 56th Sts., 
Philadelphia, Pa. 


CHILTON AUTOMOTIVE MULTI-GUIDE 


Standard reference book of automobile 
trade. Record of interchangeability be- 
tween car models for 100 parts. Refer- 
ence data on merchandising history, 
shop equipment, foreign markets; buy- 
ers’ guide of important sources of sup- 
ply, ete. Distributed to all wholesalers, 
manufacturers’ agents and retail and 
service units of proven buying power. 
Issued annually. Type page, 7x10. Half- 
tones, 110 line screen. Page rate, $350. 
Fifteen per cent agency commission, no 
cash discount. Published by Chilton 
Co, Chestnut and 56th Sts., Philadel- 
phia, Pa. 


S. A. E. JOURNAL 


Published monthly. Forms close 15th of 
month preceding. Type page 7x10. Twelve 
time page rate, $150; half page rate, 
$90; quarter page, $55. Bulk rate to 
advertisers using 24 or more pages per 
year. Circulation 6,838 reaching prin- 
cipal engineers, executives and produc- 
tion men in the automotive industry. 
The Journal is the official organ of the 
Society of Automotive Engineers whose 
members are interested in the design 
and construction of passenger cars, mo- 
tor trucks, motor coaches, stationary in- 
ternal combustion engines, farm light- 
ing plants, tractors, aeroplanes, motor 
boats and equipment used in connection 
therewith. Published by the Society of 
Automotive Engineers, Inc., 29 W. 39th 
St, New York City. A. J. Underwood, 
Western advertising manager, General 
Motors Bldg., Detroit, Mich.; E. L. Car- 
roll, Eastern advertising manager, 29 
W. 39th St., New York City. 


Aviation 


CHILTON AERO DIRECTORY AND 
CATALOG 


Original buying guide and reference of 
aeronautical industry. Established 1911. 
Lists all sources of supply for aircraft 
and engine manufacturers, aeronautical 
wholesalers and supply houses, aircraft 
distributors and dealers, service shops, 
airports, transport operators, flying 
Schools and other strictly trade units. 
‘eference data on production, distribu- 
tion, engineering, standards, design, etc. 
Special lists of associations, large oper- 
ators, holding companies, etc. Issued 
each spring. Approximately 3,000 dis- 
tribution to trade only, free to aircraft 
and engine manufacturing executives, 
1 per copy to dealers, operators, air- 
Ports, etc. Type page, 7x10. Halftones, 
\0 line screen. Page rate, $150; half- 
Page, $85. Fifteen per cent agency com- 
pission, no _cash discount. Published 
y Chilton Co., Chestnut and 56th Sts., 
Philadelphia, Pa. 


Baking 


BAKERS' HELPER 


#30 'S. Wells St., Chicago. Established 
87. The oldest’ American bakers’ mag- 
azine. Editorial policy: Aid for bakers 
= all phases of production and busi- 
aess Management. Eminent authorities 
= Staff. Circulation—87% directly into 
bakeries, Advertising—resultful, reach- 


ne major buying power of the industry. 
Neludes most prominent advertisers. 
€aches bakery buyers at low cost per 
meweend. Bakery experts analyze and 
ake baking tests. Issued every other 


F neurday. Forms close 10 days preced- 


Type page, 7x10. Page rate: 26 


times, $100; 13 times, $110. Half page| Exports and Imports (See Construc-|tised goods. Its type page (9%x12%|Gypsum (See Non-Metallic Minerals 
rate: 26 times, $55; 13 times, PSe2. ns Me atrirn oy ( inches) provides 49 square inches more and Products) 

Subscription, $2 a year. Member A. von . . display space than that of contempo- 

B. P. and A. B. C. For additional data 


rary journals, assuring economy in 


see The Market Data Book. Farm Implements (See also Trac-| space buying without sacrifice of dis-|Hay (See Grain and Feed) 
tors) play. Published 1st and 15th. Forms P Pr I 
BAKERS’ REVIEW close two awoens in advance. Page,| Heating and My ne _ _ 
$125; half-page, $75; quarter-page, 1 ing an eating, an e- 
330 W. 42nd St., New York City; Chi- FARM IMPLEMENT NEWS —_—s | 43°75; eighth-page, $25. Yearly dis- Pe nc ¥ 
cago office, Chas. B. MacDowell, man-|431_ S. Deasharn, Tae Coane. oe counts: 24 times, 20%; 12 times, 10%; g 
ager, 11 S. La Salle St. Established | manufacturers, jobbers an eale -|6 times, 5%. Agency discount, 10%. 
1598. Filled from cover to cover with|terested in implements, tractors and Ruiaasintinn Oh Member of Audit Bu- DOMESTIC ENGINEERING 


brief, authoritative articles, everything | other farm equipment lines, Issued bi-| peau of Circulations. 1900 Prairie Ave., Chicago. Established 
in a concise and quickly assimilated| weekly, Thursday. Closes 7 days pre- -- 1889. Read by the entire industry— 
pate pinmplete ee ae swans coding. Re pase, sth As ts Furniture (See Funeral Directors,}neating contractors, master plumbers, 
—reaching every bakery owner in the| page rate, <v. Oo 5 ° . - : iw nsultin engi- 
country at lowest rate in this field, four-|Sues Buyer’s Guide to Farm Implements, Lumber, Woodworking Manufac-| ventilating engineers, co 4 & 


tenths of a cent per reader. Maintains|annual_ directory. Also the Tractor turers) or a ne 4 
laboratory for baking tests supervised | Field Book, issued annually in July. dinge 30 days previous. Page size, 7x10. 
by chemist and practical baker. Pub-| Recognized national paper of this field. Grain and Feed (See also Seed) Page, one time, $260; 6 times "$295: 
lished monthly = the first. Forms close eee + md — Br 12 times, $190. Subscription price, $2. 
ten days preceding. Typ F \%, _| First publication o o e ° . Fy 
Page rate 12 Cimon, 3120 te a lists. Read by most of large foreign GRAIN & FEED JOURNALS Pg gy oy BT Ey - 
ind bg orton page, $45. Application ac-| implement importers all over the world. CONSOLIDATED count, 2%—10 days. Member A. B. C. 
cepted Controlled Circulation Audit. - . ‘f 2nd St.; tele- 
332 S. La Salle St., Chicago. A merger| New York office, 110 E. 42n ; 
' Feed (See Grain and Feed) of Grain Dealers Journal (established | phone Ashland 4-8111. 

BAKERS' WEEKLY : . T 1898); American Elevator & Grain 
45 W. 45th St., New York; Chicago of-|"ord Cars (See Automotive, Trac-| rade’ (established 1882); Grain World HEATING, PIPING AND AIR 
fice, 360 N. Michigan Ave.; Philadel- tors) (established 1926), and The Price Cur- CONDITIONING 
phia office, 437 Chestnut St. Published rent-Grain Reporter (established 1844). 
every Saturday. Subscription, $2 a| Funeral Directors Published second and fourth Wednes-|1900 Prairie Ave., Chicago. Published 
year. Forms close 10 days in advance days < each | hes caewe oo pee, ee deos oh tee 
of publication. Rates: less than = Saturday preceding publication ate. | m " ( 
pages used within one year, Rg THE CASKET AND SUNNYSIDE Paid circulation exceeds 5,000; total|month. If proofs are required copy should 


page; 52 pages within one year, $100|487 Broadway, New York. Established|6,000. To operators of grain elevators,|be received by the 15th of preceding 
a page. Type page size, 7x10. Member|1871. Oldest funeral directors’ and em-|feed grinding and mixing plants, field|month. A strictly technical journal coy- 
Audit Bureau of Circulations and Asso-|balmers’ journal in the world, and the|seed handling and processing plants. | ering heating in all its forms applicable 
ciated Business Papers, Inc. It serves|only semi-monthly. Carries all news|These fields are recognized as the lar-|to the larger types of construction, 
both readers and advertisers with a|pertinent to the profession, exclusive ed-|gest users of complete elevating, con-| process piping of all kinds used in in- 
fully equipped laboratory and experi- | ucational articles by recognized authori-|veying and power transmitting equip- dustrial plants and air conditioning in 
mental bakery that is maintained in|ties and special features. Its high sub-|ment, and all other equipment for the/its broad meaning of temperature cir- 


its New York office. scription rate assures a constituency |handling and processing of grain field|culation, humidification, and _ purifica- 
composed of the more successful prac-|seeds and for the grinding and mixing |tion. Read by consulting engineers, con- 
Breweries titioners—the best prospects for adver-|of feeds. tractors and engineers in _ industrial 


THE WESTERN BREWER 


(Established 1876), published by H. S. , 
Rich & Co., 431 8S. Dearborn St., Chi- 
cago, Ill. A monthly journal devoted 
to the brewing, bottling, malting and 


allied industries. Published the first of 
each month. Page size, 74%4x10% inches. 
Rates: One page, one time, $100; 12 


times, $70; one-half page, one time, y 
$60; 12 times, $40; one-quarter page, * 

one time, $35; 12 times, $25; one-eighth 

page, one time, $24; 12 times, $15. Ad- ; 


vertising copy should be in publishers 
hands by the 20th of the month if proof 
is desired. 


Brick and Clay Products (See Con- E, \ GR G 
struction Industries) ss 


Building Contracting (See Construc- 
tion Industries) ® 


Building Materials (See Lumber) | 


Cement, Stone Products (See Non- Greater Improvement in Tech- ; 


Metallic Minerals and Products, 


° 
also Construction Industries) oleg a Si 1929 Than In 
Coal (See also Construction Indus- z n mce ‘ 


tries) P Any Comparable Period 


THE BLACK DIAMOND 


A weekly journal reaching all branches 

of the coal industry, published continu- 

ously for the past 45 years at Chicago; 
main office, Manhattan Building; branch 
offices, Whitehall Bldg., New York; 201 
State Theatre Building, Pittsburgh, 
Room 417, 622 Broadway Cincinnati; 
Investment Building, Washington. Its 


vi s editorial policy h : ; lished Chem & Met Award for Out- 
dominating factor In the trade. Size ct  eagge knows that the process indus newly estab f 


page, 9x12 inches. Page rate, time, . ; j j ing Achievement. The 
$90 ; 52. time, rate, 78, ‘ Halt-page, one tries, a war baby, has made spectacular 16- standing Chemical Engineering stem 
me, ; 52 times, ; Quarter-page, ¥ : Sones i 
oe — aa 3 ; a nn 21. “_dastved year progress. But it took the depression to see winning company will be announced in the Octo- 
aturdays. ast forms close Tuesday . ry i i i 
pron $e pan eoage issue: Subscription | this mew industry group at its best. Achievement ber issue. Its achievement and history will be de- 
’ per year. . 
; : : . ; i r 14th Chemical Expo- 
Coke (See Coal) has succeeded achievement in rapid succession scribed in the November o 
: sition Number* 
Cold Storage (See Refrigeration) since 1929. New products have been created 
Concrete (See Construction Indus-| out of “ridiculous” raw materials. New equip- ; , 
we ment, with higher efficiencies and capacities, has W hat’s in the July issue: 
Construction Industries i industri ; 
ace. Entirely mew industries ‘ ; . . 
THE EXCAVATING E canta tigi d More chemical engineering achievements that qual- 
> NGINEER have been born. : d. § Luti 
South Milwaukee, Wis. Monthly. Deals ify for the Chem & Met Award. Stream pollution, 
} Laon ——— fo — subjects. di al bl ith chem 
ype page, 7x10. Two columns to page, sri i. i r em wi d 
each columin 3 ye inches ‘wide. Haittones The Century of Progress Exposition tells dramati a baffling refuse disposal pro — “ 
2 sereen. omposition n charge. . ° . : : : $ ; i 
Circulation to highway, ‘munieipal, rail- cally this contribution of the chemical engineer to ical plants, gets editorial attention. An old subject 
road, drainage, irrigation and all other ° i i i 
contractors engaged in excavation work, | human and industrial endeavor. But what one sees with a new angle is cast iron’s use in the process 
mines (open cut), quarries, sand and . . . ‘ d th : h rt t 
od municipal aneineees  nment, state| there is outrivaled by some of the chemical engi- industries. We have found the right expert to 
, gging con- 
struction, ete. Controlled irculati : : : H i i i i led “cycle 
part. pad, part tree. Sworn statement. neering achievements that are being described every discuss it. Something new is the so-cal cy’ 
Special means of putting magazine . : x5 i 
camps and mines prhere work is “actu month in Chem & Met. These are strictly depres- control” in rubber working. We have the actual 
ally going on. an post cards n . 7 
Cxery giumber to facilitate inquiry. Page| sion achievements. We began to narrate them in operating data from a large rubber company. Other 
’ : * . . ais BO 
Crushed Stone (See Non-Metallic| the May issue and will continue to do so through- articles include “Chemical Products from Rice, 
Minerals and Products) out 1933. Among the large number of companies “Inductive Electric Heating”, “De-Airing Stone- 
e . 7 s ++ ” 
Dairy Products (See Milk) which will be featured is one that will receive the ware Clays”, “Modern Practice in Burning Lime. 
Dental 


THE JOURNAL OF THE AMERICAN 
DENTAL ASSOCIATION 


212 E. Superior St., Chicago, IIL, is 
the Official Advertising Medium for 
dental products and has the largest paid 
circulation of any dental publication. 
Total circulation, 36,752. The Journal 
is issued the first of each month. 
Forms close first of month prior to 
publication. Type page, 4%x7% inches. 
Yearly rates: One page, $112.20; half- 
page, $67.15; quarter-page, $42.50; 
eighth page, $28.90. 


*14th Chemical Exposition Week December 4, New York. 


CHEMICAL 


and Metallurgical 


ENGINEERING 


A McGraw-Hill Publication 
330 West 42nd Street, New York 


Electric Railways (See Railways 
[Electric] ) 


Electrical (See Industrial, Railway 
[Electric], Telephone) 


Elevators (See Grain and Feed) 
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CLASS & 


INDUSTRIAL MARKETING SECTION 


July 1, 1933 


plants, hospitals, schools, hotels, insti- 
tutions, ete., all of whom are concerned 
with the design, installation and mainte- 
nance of systems and equipment in this 
field. Rates: Page, one time, $220; 6 
times, $180; 12 times, $150. Half page, 
one time, $150; 6 times, $110; 12 times, 
$90. Quarter page, one time, $90; 

times, $70; 12 times, $55. Eighth page, 
one time, $55; 6 times, $45; 12 times, 
$35. Agency commission, 15% if paid 
within 30 days from date of invoice; 
cash discount, 2%—10 days. Member 
A. B. Cc. Page size, 7x10 inches. Half 
page, 7x4% or 10x3,, inches. Quarter 
page, 3,;;x4% inches. Eighth page, 
3%%x2% inches. New York office, 110 
E. 42nd St.; telephone Ashland 4-8111. 


HEATING & VENTILATING 

148 Lafayette St., New York, published 
monthly. Forms close 10th preceding 
month. Type page, 7x10 inches. Rates: 
Page, one time, $200; 12 times, $125. 
Agency commission, 15%. Member A. 
B. Cc. Since 1904, an independent tech- 
nical journal devoted exclusively to 
heating, ventilating, cooling and air con- 
ditioning of all classes of buildings, in- 
cluding industrial. Read by (1) con- 
sulting heating engineers, and engineers 
employed or retained by architects, in- 
dustrial companies, school boards, con- 
tractors, utilities, district heating com- 
panies; (2) heating and piping, and 
ventilating contractors who purchase 
and install equipment as specified by 
engineers for new and existing build- 
ings. For additional data see The Mar- 
ket Data Book. 


Hosiery (See Shoes) 


Hotels (See also Restaurants) 


THE HOTEL MONTHLY 
950 Merchandise Mart, Chicago. Pub- 
lished 15th of month. Forms close 1st 
of month. Type page, 7x10. One-time 
page rate, $125; half-page, $70; 12-time 


page, $100; half-page, $60. Agency 
discount, 15%. Subscription, $1. Lead- 
ing hotel technical journal. Has held 


the confidence and respect of its field 
for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel 
men. The subscribers represent a group 
directly responsible for the spending of 
almost a billion dollars yearly. Member 
A. B. C. and A. B. P. Write for Audit 
Bureau of Circulations’ statement. John 
Willy, Inc., publisher. For additional 
data see The Market Data Book. 


Ice (See Refrigeration) 


Industrial (See also Machinery and 
Purchasing) 


MANUFACTURERS RECORD 


Baltimore, Md. For 50 years South's 
leading industrial, construction and 
business paper. Published monthly 5th 
of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. 
Financial and special one-time adver- 
tisements, $150 a page. One-time page 
rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscrip- 
tion price, $2. Distribution, 10,000 
copies monthly, of which 85% are 
South. Reaches executives and oper- 
ative officials of South’s important in- 
dustrial, railroad, financial, public util- 
ity, engineering and construction enter- 
prises, as well as public officials, archi- 
tects, engineers, contractors and others 
in direct charge of the Souths’ import- 
ant activities. About 45,000 items are 
published annually in the Daily Con- 
struction Bulletin, which is sent to reg- 
ular advertisers to help them develop 
Southern business and to subscribers; 
the annual subscription price being $10. 
Member A. B. C. Branch offices: New 
York, Chicago. 


Insurance 


THE NATIONAL UNDERWRITER- 
ROUGH NOTES GROUP 
Including the National Underwriter, 
weekly, fire and casualty; National Un- 
derwriter, weekly, life; Insurance Sales- 
man, monthly, life; Rough Notes, 
monthly, fire and casualty; Insurance 
Decisions, monthly, insurance law; 
Casualty Insurer, monthly, casualty and 
surety; The Accident & Health Review, 
monthly, accident and health; The In- 
dustrial Salesman, monthly, industrial 
life, health and accident. Total circu- 
lation, over 70,000, covering home offices 
and agencies in all branches of insur- 
ance and entire United States. Largest 
insurance publishing organization in the 
world. Several memberships in A. B. C. 
A. B. P. and National Publishers’ As- 
sociation. Commission, 13-2 to adver- 
tising agencies, except on insurance ad- 


vertising. Offices: Chicago, Cincinnati, 
New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San 
Francisco. 


Iron and Steel (See Coal, Machinery) 


Kitchen Equipment (See Hotels and 
Restaurants) 


Knit Goods (See Textiles) 
Leather (See also Shoes) 


SHOE AND LEATHER REPORTER 
210 Lincoln St., Boston, Mass. Oldest 
outstanding weekly thoroughly covering 
the shoe manufacturing, tanning and 
allied industries. A quality paper with 
the highest subscription rate—$6 per 
year. A. and A. B. P. Forms 
close Saturday previous week of issue. 
Page size, 9%x6%. Advertising rate, 
$120 page; 7 times, $110; 13 times, 
$100; 26 times, $90; 52 times, $80. No 
agency commissions. The Shoe Stylish, 
monthly, circulation 8,160 key buyers 
—manufacturing executives, sales man- 
agers and stylists—combined with 
fourth issue of Reporter. Also publish- 
ers of The Shoe Style Digest (circula- 
tion 25,109 well-rated retailers). 


Lime (See Non-Metallic Minerals and 
Products) 


Lumber (See also Woodworking 
Manufacturers) 


AMERICAN LUMBERMAN 
431 S. Dearborn St., Chicago, Ill. Es- 
tablished 1873. News of national scope 
embracing all branches of the lumber 
industry; primarily a principal's news- 
paper particularly edited for men who 


guide destinies of large enterprises. 
More than 100 paid correspondents lo- 
cated in the principal lumber producing 
and marketing centers supply late hap- 
penings each week. Special features 
provide merchandising ideas, legislation 
at Washington, transportation matters, 
markets and news regarding lumber- 
men and lumber concerns. Agency com- 
mission, 15%, when complete plates are 
furnished, otherwise 10% with 2% for 
cash. We invite inquiries for rates and 
surveys. 


Machinery (See also Industrial) 


MACHINERY 
Monthly. Published on the ist by The 
Industrial Press, 148 Lafayette St., New 
York. Forms close 5th of preceding 
month, Type page, 7x10 inches. One-time 
page rate $204; 12-time page rate, $145. 
Subscription price, $3. Member A. B. C. 
Machinery reaches the purchasing power 
of the great engineering industries com- 
prising manufacturers of automobiles, 
machine tools, machinery of all kinds, 
tools and various metal products; rail- 
way shops; shipbuilding plants, ete. Its 
readers are owners, managers, superin- 
tendents, foremen and other mechanical 


executives, designers, draftsmen and 
others who originate or influence the 
purchase of new shop equipment. For 


additional 
Book. 


data see The Market Data 


Machine Tools (See Machinery) 


Marine (See Automotive) 


Meat (See Leather) 


Mechanical (See Industrial) 


Mercantile (See Teatiles) 


Metal Working (See Plumbing and 
Heating) 


Chicago, Wabash 1154; 51 Madison 
Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., 
San Francisco. 


AMERICAN PAINT JOURNAL 


8713 Washington Ave., St. Louis, Mo. 
Published weekly every Saturday. 
Forms close Tuesday preceding date of 
issue. If proofs are desired, copy must 
Type 
One 
times, $45; 26 
$40; 52 times, $35. One-half 
page, 1 time, $25; 13 times, $22.50; 26 
times, $20; 52 times, $17.50. One-quar- 
ter page, 1 time, $12.50; 13 times, 
$11.25; 26 times, $10; 52 times, $8.75. 
Agency commission, 15%, when bills are 
paid in full by 10th of month following 
invoice. No cash discount. Represen- 
tatives, 343 S. Dearborn St., Room 1319, 
Chicago, Wabash 1154; 51 Madison 
Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., 
San Francisco. 


AMERICAN PAINTER AND DECORATOR 


3713 Washington Ave., St. Louis, Mo. 
Published monthly, issued lst of pub- 
lication month. Last forms close 15th 
of preceding month. Type page, 7x10. 
Advertising rates: One page, 1 time, 
$220; 12 times, $188; 2 pages, 1 time, 
$440; 12 times, $300; two-thirds page, 
1 time, $156; 12 times, $138; half page, 
1 time, $132; 12 times, $110; one-third 
page, 1 time, $85; 12 times, $72. Combi- 
nation rate: 12 pages consecutive in one 
year in combination with American Paint 
& Oil Dealer, $300. Agency commission, 
15%, when bills are paid in full by the 
10th of month following invoice. No cash 
discount. Representatives. 343 S. Dear- 
born St., Room 1319, Chicago, Wabash, 
1154; 51 Madison Ave., Room 3102. New 
York City, phone Ashland 4-0686; 155 
Montgomery St., San Francisco, Cal. 


page, 4;,x7\4. 
page, 1 ti 
times, 


$50; 13 


Paper (See also Printing) 


Milk 


MILK PLANT MONTHLY 
327 S. La Salle St., Chicago. Covers 
fluid milk industry. Read by milk plant 
owners, executives, scientific and tech- 
nical staff, managers, etc. Published 
on the 5th. Forms close 15th preceding. 
Type page size, 74x10. Subscription, 
$1. Foreign and Canada, $2. Member 
A. B. C. Agency commission, 15%, 
when bills are paid in full by 20th of 
billing month. One-time page rate, 
$100; half-page, $57; quarter-page, $35. 
Twelve times: page, $85; half-page, $45; 
quarter-page, $26. Inserts, 90% of 
earned page rate. Representatives New 
York and San Francisco. For addi- 
tional data see The Market Data Book. 


Mill and Factory Supplies (See Ma- 
chinery) 


Mining (Metal and Non-Metallic) 
[See Coal, Construction Industries] 


Monumental and Building Stone 
(See Construction Industries) 


Motor Boats (See Automotive) 


Motor Bus (See Automotive) 


Motor Freight 


MOTOR FREIGHT 
431 S. Dearborn St., Chicago. Pub- 
lished monthly by Kenfield-Davis Pub- 
lishing Co. Circulates among motor 
freight fleet operators; distribution, 
6,500 sworn. Type page, 74x10. Pub- 
lished bi-monthly. Closing date, 20th 
of preceding month. Established Jan- 


uary, 1929. Subscription price, $1 for 
two years; 75ec for one year. Single 
page rate, $120; 12-page rate, $90. 


Rates for smaller space on application. 


Motor Trucks (See also Automotive, 
Tractors and Warehousing) 


COMMERCIAL CAR JOURNAL 
Read by truck dealers, branches, dis- 
tributors, fleet owners, truck service 
stations and truck manufacturers. Is- 
sued monthly on the 5th. Closing date, 
25th of month preceding publication. 
Type page, 7x10. MHalftones, 120 line 
screen. Page rate: 12 times, $228; 6 
times, $256.50; 1 time, $285. Smaller 
space pro rata. Fifteen per cent agency 
commission, no cash discount. Sub- 
scription price, $2. Members A. B. C., 
A. B. P. Published by Chilton Com- 
pany, Chestnut and 56th Sts., Philadel- 
phia, Pa. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 
330 S. Wells St., Chicago. Devoted to 
the production of cement, lime, crushed 
stone, gypsum, phosphate, sand and 
gravel and other rock products. Circu- 
lation covers 95% of the tonnage and 
purchasing power of industry. Mem- 
bers A. B. C. and A. P. Published 
bi-weekly on Saturday. Forms close 
Saturday preceding. Type page size, 
7x10. Twenty-six times rates: Page, 
$120; half-page, $65; quarter-page, $40; 


eighth-page, $24; 13 times: page, $130; 
half-page, $70; quarter-page, $47; 
eighth page, $28; 7 times: page, $145; 
half-page, $80; quarter-page, $55; 


eighth-page, $35; one-time rates: page, 
$175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, pre- 
ferred positions, inserts and colors on 
application. New York office, 250 Fifth 
Ave.; Cleveland, O., 522 Citizens Bldg. 
For additional data see The Market 
Data Book. 


Paint 


AMERICAN PAINT AND OIL DEALER 
3713 Washington Ave., St. Louis, Mo. 
Published monthly, issued 1st of pub- 
lication month. Last forms close 15th 
of preceding month. Type page, 7x10. 
Advertising rates: 1 page, 1 time, $188; 
12 times, $156. Two pages, 1 time, 
$376; 12 times, $250. Two-thirds page, 
1 time, $138; 12 times, $112. One-half 
page, 1 time, $106; 12 times, $94. One- 
third page, 1 time, $75; 12 times, $63. 
Combination rate: 12 pages consecutive 
in one year in combination with Amer- 
ican Painter & Decorator, $3.00. Agency 
commission, 15%, when bills are paid 
in full by the 10th of month following 
invoice. No cash discount. Representa- 
tives, 343 S. Dearborn St., Room 1319, 


ENVELOPE & SPECIALTY PAPER 
INDUSTRY 


185 N. Wabash Ave., Chicago. 


Piping (See Heating and Ventilat- 
ing) 


Plumbing and Heating (See also 
Heating and Ventilating, Sheet 
Metal and Warm Air Heating) 


DOMESTIC ENGINEERING 
1900 Prairie Ave., Chicago. Established 


1889. Read by the entire industry— 
heating contractors, master plumbers, 
ventilating engineers, consulting engi- 
neers, jobbers, salesmen and manufac- 
turers. Published monthly. Forms 
close 10 days previous. Page size, 
7x10. Page, 1 time, $260; 6 times, 
$225; 12 times, $190. Subscription 


price, $2. Agency commission, 15%, if 
paid within 30 days from date of in- 
voice; cash discount, 2%—10 days. 
Member A. B. C. New York, 110 E. 
42nd St.; telephone Ashland 4-8111. 


Power Plants (See Railways [Elec- 
tric]) 


Printing (See also Paper) 


THE INLAND PRINTER 
205 W. Wacker Dr., Chicago. Estab- 
lished 1883. The practical national 
business and technical journal for ex- 
ecutives and employes of the printing 
and allied industries. Pre-eminently 
the most influential magazine of its 
kind, containing departments conducted 
by specialists. Published the first of 
each month; forms close 15th of month 
preceding date of issue; type page size, 
6%x10. One-time page rate, $170; 12- 
time page rate, $140; actual sworn net 
paid circulation, 8,748; subscription 
price, $4. Through the Inland Printer 
the advertiser reaches the actual buyer. 
Member A. B. C. and A. B. P. 


Purchasing (See also Industrial) 


MACRAE'S BLUE BOOK 
(America’s Greatest Buying Guide.) 
Used by the most important of those 
who buy or specify in all lines of in- 
dustry, including manufacturers, job- 
bers, steam and electric railroads, public 
utilities, contractors, architects, engi- 
neers, exporters, chambers of commerce, 
public libraries, ete. Circulation, 13,500 
—more than 50 per cent greater than 
any somewhat similar publication. 
Over three thousand pages of valuable 
information, typographically compact. 
Pages, $375; half, $225; quarter, $125. 
Annually, May 1. 18 E. Huron St., Chi- 
cago; 51 Madison Ave., New York. For 
— data see The Market Data 

ook. 


Quarrying (See Construction Indus- 
tries) 


Railways (Electric) (See also Auto- 
motive) 


ELECTRIC TRACTION AND BUS 

JOURNAL 
431 S. Dearborn St., Chicago. Circu- 
lates among executives, officers, general 
managers, purchasing agents and lead- 
ing departmental heads of various de- 
partments of electric railway _ prop- 
erties. Type page, 74x10. Published 
15th of each month. Closing date, 5th 
of month. Subscription price, $1 per 
year. Patronized since founded by the 
leading manufacturers in the industry. 
Single page rate, $165; 12-page rate, 
$120. Rates for smaller space on appli- 
cation. Agency commission, 15%—2% 
cash discount. Traction Shop & Road- 
way merged with Electric Traction & 
Bus Journal in October, 1932. Covers 
entire field from top to bottom—7,500 
copies. 


ELECTRIC TRACTION POCKET LIST 
431 S. Dearborn St., Chicago. The up- 
to-date directory of electric railway of- 
ficials, showing mileage, number of cars, 
etc. Published semi-annually. Sent to 
electric railway purchasing agents and 
general managers. Buyers’ Guide List- 
ings, $3 per listing, per year. Adver- 
tising page, per year, $50, including 
two copies free and 12 listings. Sub- 
scription price, $4; single copy, $2.50. 


Refrigeration (See also Heating and 
Ventilating) 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York 
office, 520 Singer Bldg. Founded 1891. 
Published monthly by Nickerson & Col- 
lins Co. The oldest and largest journal 
devoted to the refrigeration industry. It 
particularly covers the following fields: 
lee, cold storage, packing house and 
allied industries. It is the official or- 
gan of 41 national, sectional and state 
trade organizations. It circulates among 


plant owners, plant managers, archi- 
tects, consulting and operating engi- 
neers. Forms close 15th of month pre- 


ceding date of issue. One-page rate, 
$110; three-page, $99; six-page, $93.50; 
12-page, $82.50. Rates based on amount 


of space used within twelve months. 
Type page, 744x10% inches. Circulation 
sworn net paid, 5,943. Subscription 


price, $3 per annum. 


Restaurants (See also Hotels) 


THE AMERICAN RESTAURANT 
MAGAZINE 


The magazine for eating places. 
lished by Patterson Publishing Com- 
pany, 5 S. Wabash Ave., Chicago. Has 
larger circulation than any other pub- 
lication in the fleld—this is concentrated 
among those restaurants—doing 78% of 
the total business. Its purpose, by ex- 
amples and experiences of restaurant 
owners, is to teach better and most suc- 
cessful operating. Read by owners and 
buyers of service restaurants, cafeterias, 
lunch rooms, tea rooms, school and in- 


Pub- 


dustrial restaurants, hotels, clubs, ete. 
Published monthly. Forms close 15th 
of previous month. Type page, 7x10; 


three columns to page. Rates: $180 per 


page; halves, $110; quarters, $55; by 
the year. Subscription price, $3 per 
year. Agency commission, 15%; 2% 


cash discount. Total distribution, 12,033. 
Members of the A. B. C. For additional 
data see The Market Data Book. 


Rock Products (See Non- Metallic 
Minerals and Products) 


Sand and Gravel (See Non-Metallic 
Minerals and Products) 


Seed (See also Grain and Feed) 
SEED WORLD 


Consider the seed trade and associate 
lines, serving more than forty-one mil- 
lion customers, farmers and suburban- 
ites. Seed World reaches retail, whole- 
sale and mail order seed merchants, 
florists, murserymen, hardware, drug 
and other dealer trade catering to agri- 
cultural and horticultural requirements. 
Seed World reader survey shows this 
to be an annual hundred million dollar 
market. For _ illustration—fungicides 
and insecticides sales per year alone 
amount to $7,200,000. Publishing staff 
includes agricultural college graduates 
with U. S. Department of Agriculture 
training, and men of practical busi- 
ness experience in their respective 
lines. Published every other Friday. 
Forms close Monday preceding. Type 
page, 7x10. One-time page rate, $110; 
26 times, $75. Agency commission, 15%. 
Subscription price, $2. Write for sam- 
ple copy, rate card, circulation state- 
ment and copy of survey. Publish also 
annually Seed Trade Buyers’ Guide and 
Directory. For additional data see The 
Market Data Book. 


Sheet Metal 


AMERICAN ARTISAN 


1900 Prairie Ave., Chicago. Published 
monthly with additional Annual Review 
number in December. Last forms close 
20th of preceding month. Covers the 
contracting and merchandising of grav- 
ity and forced circulating types of warm 
air heating systems and all technical 
and practical phases of sheet metal con- 
tracting in large and small construc- 
tion. It concentrates on the technical 
and mechanical developments, merchan- 
dising ideas, business management and 
practical problems in warm air heating, 
sheet metal fabrication, fan blast en- 
gineering, blow pipe and _ ventilating 
work, roofing and metal _ specialties. 
Member A. B. C. New York office, 
110 E, 42nd St., telephone Ashland 
4-811i. Subscription price, $2. 


Shipping (See Railways) 


Shoes (See also Leather) 
THE SHOE STYLE DIGEST 


America’s largest retail shoe paper. Es- 
tablished 1923. Controlled circulation 
of 25,180 copies go to leading, well- 
rated shoe retailers in the United States. 
Published monthly. Last forms close 
25th of the month preceding date of 
issue. Size of type page, 9%x6% inches, 
two columns. Advertising rates: 12 
times, single page, $150; 6 times, single 
page, $180; time, single page, $250. 
Executive offices: 210 Lincoln St., Bos- 
ton, Mass. Branch offices: New York, 
Chicago, Philadelphia, Rochester. An 
advertising medium offering practically 
het Ho coverage of all well-rated shoe re- 
ailers. 


Stoves (See Furniture, Sheet Metal 
and Warm Air Heating) 


Tanners (See Leather) 


Telephone 
TELEPHONE ENGINEER 


(International Technical Journal.) 
tablished 1909. 185 N. 
Chicago. Published monthly on the 
15th. Devoted to the interest of tele- 
phone operating companies. Only tech- 
nical publication serving the telephone 
industry. Complete coverage of engi- 
neers, plant men, chief operators, wire 
chiefs and linemen whose recommenda- 
tions are considered when equipment 
and supplies are purchased. Aso com- 
pletely covers’ telephone’ executives, 
managers, superintendents, and com- 
mercial men. Carries articles on tele- 
phone maintenance, engineering, busi- 
nesS management, commercial practices, 


Es- 
Wabash Ave., 


news of operating and manufacturing 
fields and reports of new products. Ad- 
vertising rates and circulation state- 


ment on request. 


TELEPHONY 
Published every week on 
Telephony Publishing 
S. Dearborn St., 
Wabash 8604. 


Saturday by 
Corporation, 608 
Chicago. Telephone 


Contains the telephone 


tae, 
————, 


industry’s news and articles on Plaut, 
traftic, commercial and engineering gyp, 
jects. It is therefore read with inter. 
est by everyone in the telephone busi. 
ness, including executives, managers 
engineers, plant men, chief operators 
wire chiefs and linemen. Subscription’ 
$3 per year. Type page, 7X10.  Cirey? 
lation, 5,815, divided: Bell companies 
868; Independent companies, 4,947, All 
regular advertisers are entitled to com. 
plimentary copy of Telephony's Direc. 
tory, containing complete list of tele. 
phone exchanges and buyers of materia) 
Advertising rates, sample copy and 
breakdown circulation statement on re. 
quest. 


Textiles 
AMERICAN WOOL AND COTTON 
REPORTER 

530 Atlantic Ave., Boston, Mass. “The 
recognized organ of the cotton anq 
woolen industries of America.”” Mem. 
ber A. B. C. Published weekly; issueq 
Thursday. Last forms close Saturday 


noon preceding publication date, Type 


page, 7x10 inches, standard; one-time 
page rate, $150; 12-time page rate 


contracts 
and copy service; circulation statement 
furnished on request ; subscription 
price, $4. 


THE TEXTILE AMERICAN 
(Founded in 1904.) 10 Milk St., Bogs. 
ton. For owners, agents, treasurers, 
managers, superintendents and heads of 
departments of cotton, woolen, silk and 
knitting mills, and dyeing, bleaching and 
finishing establishments, published 
monthly on the 4th. Closing date, 15th 
preceding. Type page, 10x7%. One. 
time rate, page, $100. Rate card for 
annual rates, special positions, spreads 
and special numbers. Discount to agents 
furnishing contract for copy service, 
Circulation statement on request, 
Weekly mill news report service for ad- 
vertisers only. 


TEXTILE BULLETIN 


Charlotte, N. C. David Clark, editor, 
Thoroughly covers the South, the center 
of the textile industry. Published 
every Thursday. Forms close Monday, 
Page size, 7x10 inches, 3 and 4 col- 


umns. One-time page rate, $80. Sub- 
scription, $2. Carries technical articles, 
personal and mill news of the textile 
industry. Read by executives, superin- 
tendents and department heads of the 
spinning, weaving and knitting mills. 
Member A. B. C. and A. B. P._ Pub- 
lished by Clark Publishing Co., also pub- 
lishers of Clark's Directory of Southern 
Textile Mills (pocket size). 


Tractors (See also Automotive, Farm 
Implements, Motor Trucks) 


FARM IMPLEMENT NEWS 


431 S. Dearborn St., Chicago. Estab- 
lished 1882. For the trade in farm op- 
erating equipment, including imple- 
ments, hardware, tractors, tractor 


equipment, engines, lubricants and mo- 


tor trucks. Issued bi-weekly, Thurs- 
day. Closes 10 days preceding. Type 
page size, 7%4x10%. One-time rate, 
$120. Member A. B. C. The only na- 


tional paper in the general tractor field. 
Far in the lead on tractor equipment 
advertising. Read by all tractor man- 
ufacturers. Has national jobber and 
distributor circulation. Dealer circula- 
tion covers best tractor territory. Als@ 
issues Tractor Field Book, annual, July, 


Traffic (See Motor Trucks and Raik 
ways) 


Transportation 
and Railways) 


(See Motor Trucks 


Undertakers (See Funeral Directors) 


Veneers (See Lumber, Woodworking) 


Ventilation (See Heating and Venti- 
lating) 


Warehousing Motor 


Trucks) 


DISTRIBUTION & WAREHOUSING 
249 W. 39th St., New York City. Pub- 
lished 1st of each month. Last forms 
close 15th of month preceding. Type 
page, 74x10. One-time page rate, $125. 
Subscription price, $3, United States; 
$3.50, Canada; $4, foreign countries. 
The authority of the warehouse and 
merchandise distribution field—compris- 
ing warehousemen, overland transporta- 
tion companies, freight forwarders and 
directors of merchandise distribution 
for the larger and more important man- 
ufacturers and producers of the United 
States. For additional data see The 
Market Data Book. 


(See also 


Warm Air Heating (See also Sheet 
Metal) 


AMERICAN ARTISAN 


1900 Prairie Ave., Chicago. Published 
monthly, with additional Annual Re- 
view number in December. Last forms 


close 20th of preceding month. Covers 
the contracting and merchandising of 
gravity and forced circulating types of 
warm air heating systems and all tech- 
nical and practical phases of sheet 
metal contracting in large and small 
construction. It concentrates on the 
technical and mechanical developments, 
merchandising ideas, business manage~ 
ment and practical problems in warm 
air heating, sheet metal fabrication, fam 
blast engineering, blow pipe and venti- 
lating work, roofing and metal special- 
ties. Member A. B. C. New York of- 
fice, 110 E. 42nd St. Telephone Ashland 


4-8111. Subscription price, $2. 
Waterworks (See Construction I” 
dustries ) 


Water Supply (See Construction I 
dustries ) 


Woodworking Manufacturers (Seé 


also Lumber) 


VENEERS 
222 EB. Ohio St., Indianapolis, Ind. Ex 
clusive in the veneer manufacturing an 
consuming field, serving veneer cutting 
mills and manufacturers of furniture, 
phonograph cabinets, pianos, veneere 
(Continued on next page) 


An E 


(Conti 
doors, in 
Appeals 
treatmer 
construc 


Pe ape en ' one ee ror er - ; eet eat eae a Wear cere ime aithae LN. ae Pigeons i ee ‘ ee capa oul re eae ene - ‘ 4 
fe ; i. : eens : yaks : lad ial sa Ee ROMO ERE, OUI eee iin oe amg aes 25 3(° ip hw ae Re a hee Sy oe dice ea ck So Mahe ale ae 
eee : < er ge iM 
“a ———E —_ eee anEnEnnEeneneeesennEaenennnnenEEEEEnEEEEEEnEN 
Bee st, ii RETA il NR eR ARTE ITI a Se —— | | — 
ee A 
=e | Po | 
[= 
. = 
Ne orp == 
boise Meee peer 
oe — eins = 
i a == 
* — 
— 
eC =— 
| ,—— 
=—— 
——= 
} == 
$130; one-time half-page rate, $80; 19. ——— 
| ee time half-page rate, $65 Discounts to — 
; ——= 
=—— 
B= 
= 
oe ee —_— 
eT, r= — 
oc EE SR ee 
Te eS 
ee AO aed on —EEE 
we : ne ; 
4 Soe ee . 
a 
E | eee | 
= ee 
ae anneaie —— on 
a ——_—_— en " — ae 
ee == , 
a a ae - 
— ——= ee | 
cca «| 
abe oa ae | 
| Ed 
Po roducts 
| | material 
Flat pag 
: Publishe 
ith of 
ee price, $1 
fs ie =e 
, isa : Pe boadiae 
gee eS 5 at 
a. nn ~ 
es — 
Se | 
he : -_ | Po 
(Ga ee 7 = 
aii. Pine (le 
Locale P| 0 m. 
ma e 
= << hic 
; — 
- i — Po | | 
ee ake kee a 3 
= | q 
4 
ang 
a 
ae 
oe ee 8 es ou Me Salita tee ees te oo Se ae aaa, epee ‘ oT eR ep om Paras hilbs cto & PNR an ge Males ee, 8 Cia, CM ar eR «Ny ee ee Ce he mE. BP A) UE agar ca neg ody an rr 
} as ie Bis aaa. Sia Soa eof tet, caeeee ey Cage eee ae a ae se oases Se emits «6 Magic 2 ewes ees pene SS a7 os 3S aimee oe Mtr ny pk 
= Sa ate MG ee eee pers 5A ee RN 5 oc a foe il uP a SAN. eee Sees ete ee Pal aia fae aes ass eres Or. 
A gates tae eae Rebseeer® tata.” | leg sianaie tie ; en ie age i ee [ei icc ak ee ree eG eae 
Fea ee amr aed = CI CO Te a a ae een Pho : felis 2 oan “ee ose eee ee et 
ree GE Ce CR UE, 2, a a As eo Oi ei Fs ac 8 eS on ae ONC aS eis). <a 


* 


933 | July 1, 1933 ADVERTISING AGE 


—_ 


W sumption. Established 1882. 
laut, CHANGE PACE ITH DRAWINGS a on the 15th. Forms 
“ close 1st of month. aR. page rate, 
’ $70; 12-time rate, $48. Type page, 
7%x10. Member A. B. C. and A. B. P. 
Subscription price, $2 per year. 


BUSINESS and TRADE PAPER 
CHECKING and CLIPPING = 
SERVICE in all MARKETS 


Here are two services that are be- 


PR NTI N G ; 
SAYS BREVITY FIELD is a ng ty ed by strc ad 


sia ’s clippi ervice is the most 
WINS READING ? ¢@ PRIMARY pete sgt ssa method of 


checking publicity placement. It is 


INDU STRIAL MARKET also used to secure clippings of coms 


petitive advertising and for articles 
on certain subjects. Every publica- 


Chicago, June 27.—Recommending 
brevity and simplicity in advertising, 


A. J. Andrews, assistant manager of El ° | ) tion is checked by editors trained 
publicity, Bucyrus-Erie Company, ectrica roducts in the business and trade paper field. 


Milwaukee, showed the National In- f | The cost for this type of work is 
dustrial Advertisers Association just or examp e surprisingly low. Complete infor- 
what he meant by telling his story mation available on request. 


= ay minutes and then sitting Becon’s Publicity Manual, pub- 


Mr. Andrews told of the “Balanced For half a century the ex- lished in May, gives complete de- 


Value” campaign for his company’s ecutives of this market tails on the handling of editorial 
earth-moving machines. While it publicity in all markets. Includes 


may be only coincidence, General have read ~ complete directory of 1,600 Amer- 
Motors Corporation. recently ; ican and Canadian business papers 
launched a campaign for one of its a a THE with an analysis of the types of 
cars, using the “balanced” theme. editorial material used in each mar- 


Bucyrus-Erie decided that the con- INL AND PRINTER ket and by each paper. Price $3.00 
tractor is looking for a machine with and it is sent on approval. 
at first bought, but the company de- c oe pe 
all-round ability, instead of one out- Engineering — 


standing feature. This was the gen- 


esis of the “Balanced Value” cam- CHICAGO © me Se 


paign, which was pursued relent- 
lessly. 


R. H. BACON & CO. 


Business Paper Editorial Service 
Cheeking and Clipping Service 
608 S. DEARBORN ST. CHICAGO 


Me 3 With the Aid 


0 pub- | An Eastern advertiser is giving his industrial campaign a new atmos- 
a phere with a series of sketches by Weimer. 
r- = : 
“—_ (Continued from preceding page) THE WOODWORKER Oo n C “A a mM 


___. | ors, interior house and store trim, ete. | The S. H. Smith Co., publishers, Wulsin 
Appeals to the trade because of its |Bldg., Indianapolis, Ind. The industrial 
Estab- treatment of subjects relating to the|publication of the woodworking field, 
“ construction of high-grade veneered |its reading pages devoted to production 


‘ee products and application of finishing | methods and the operation of machines. 

samen materials thereto. Established 1907.| Reaches owners, superintendents, fore- . e 

da mo- | Flat page rate, $40. Type page, 744x10.|men and miscellaneous shop and mill ! 

Thure. |2ublished 5th of month. Forms close |men in all kinds of plants where power e Ol] 1S ruc 10n nN us 1S O e e orn 
Type %th of month preceding. Subscription | machines are employed in working tim- mw 
ali price, $1 per year. ber into products for commercial or in- 

ily na- 

r field. 


New sales codes and rigid adherence to standard prices and 
terms will mean new machine business—business worth advertising 
for. 


But—will you have experienced advertising counsel’ to direct 
your efforts in reaching this field? 


Trucks™ 


ctors) 


In the fifteen years that Russell T. Gray, Inc. has directed ad- 


rking) vertising to the construction industry, we have successfully handled 
Venti- ccept our compliments on the campaigns on power shovels, pavers, plaster mixers, concrete mixers, 

pipe, building paper, shores, trailers and many other items of ma- 
otorfomplete and convenient way in chinery and materials. 


hich you present the data. 


Close contact in the sale of these products has given us a knowl- 
“,_D. Pose, edge of the construction industry that few advertising agencies can 
The Penton Publishing Co. equal. 


This statement from Mr. Pease, Vice-President 

of the Penton Publishing Company, is an ex- 

ample of the response we are receiving from 

the Business Paper field. It substantiates our 

__ belief that there is a distinct need for the 
Sheet type of service we offer. 


We know its language—we know its problems. We know its 
trade-in troubles and its price-cutting tricks. 


We number among our personal friends, distributors from coast 
to coast—Ed Bacon, Fred Schoen, Carl Borchert, Fred Lowe, O. B. 
Avery, Dinty Moore, Al Deaney, Mort Hunter, Ed Hubbard and 
many more—your dealers and those of your competitors. (Apolo- 
gies to those left out.) 


The inclusion of such an important organiza- 
~~ tion as the Penton Publishing Company in our 
t fone list of subscribers indicates the value of this 


orn carvan to the Cudtann Pener gulililian. With many of these men we are in almost daily contact. Our 


finger is always on the pulse of the industry. 


If you are not acquainted with the Business 


Paper Division of National Advertising Rec- Here is a background of experience that will be as valuable to 


nara ords and the advantageous uses that can be you as it has been to the many others that we have successfully helped 
on, fan made of it, let us give you the details. to reach this field. It is a broad experience that you need in your 
speciale a advertising department. We invite you to correspond with those we 
\shiand The Advertising Record Co.., Inc. have served and then—there is no obligation in talking it over. 

on Im 43 E. Ohio Street 853 Broadway 


Chicago New York 


—_————— 


ion It 


a NATIONAL ADVERTISING RUSSELL T. GRAY, Ine. 


irniture, 
-eneeredl 


2) 
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CHICAGO 
Engineering Building 


Telephone 
Cen. 7750-54 
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INDUSTRIAL MARKETING 


SECTION 


Et 


July 1, 


N.1. A. A. 
Registration 
(Continued from Page 8) 


F. N. Davis, National Provisioner, 
Chicago. 

W. C. Davis, McGraw-Hill Publish- 
ing Co., Chicago. 

R. Davison, New Jersey Zinc Com- 
pany, New York. 

O. A. DeCelle, International Filter 
Co., Chicago. 

Ray Deen, 
Chicago. 

H. L. Delander, Crane Co., Chicago. 
Chicago. 

Anthony DeYoung, Whiting Corp., 
Chicago. 

Cc. B. Dietrich, Wagner Electric 
Corp., St. Louis, Mo. 

H. H. Dreyer, Machine Design, Chi- 
cago. 


American Machinist, 


R. Eagen, Goodman Mfg. Co., Chi- 
cago. 

G. H. Eddy, Ohio Brass Co., Mans- 
field, O. 

K. J. Evans, Jos. T. Ryerson & 
Sons, Chicago. 

W. H. Evans, 
Chicago. 


Evans Associates, 


E. T. Eyler, F. W. Dodge Corpora- ~ 


tion, Chicago. 


C. R. Farmer, Oil and Gas Journal, 
Chicago. 


NEW PRESIDENT 


L. P. Niessen, of Cutler-Hammer, Inc., 

was an interested spectator at the N. |. 

A. A. convention. He is the new pres- 
ident of the Milwaukee chapter. 


Horace Fea, Powers Regulator Co., 
Chicago. 

R. A. Feldon, Business Week, Chi- 
cago. 


J. L. Fitzgerald, Powers Regulator 
Co., Chicago. 

F. B. Forward. 

Don G. Gardner, Gardner Publica- 
tions, Cincinnati, O. 

E. A. Gebhart, Commercial 
Engraving Co., Chicago. 

E. J. Goes, Koehring Company, 
Milwaukee, Wis. 

Earl W. Good, Pittsburgh Plate 
Glass Co., Milwaukee. 

B. R. Graff, Creamery Package 
Mfg. Co., Chicago. 

Russell T. Gray, Russell T. Gray, 
Inc., Chicago. 


Art 


L. S. Hamaker, Republic Steel 
Corp., Youngstown, Ohio. 

H. M. Hammond, Bailey Meter Co., 
Cleveland. 

H. R. Hanson, The Pfaudler Com- 
pany, Rochester, N. Y. 

Cc. L. Haskins, National Petroleum 
News, Chicago. 

George O. Hays, Penton Publishing 
Co., Cleveland. 

Fred F. Heitkamp, Cincinnati Mail- 
ing Machine Co., Cincinnati, O. 

O. G. Hendricks, Thomas Pub. Co., 
New York. 

Julius Holl, Link-Belt Co., Chicago. 

H. H. Honnen. 

Bennett H. Horcheler, Associated 
Business Papers, New York. 

H. K. Hottenstein, Jron Age, Chi- 
cago. 


ADVERTISING, DEMONSTRATION 


sELLING— COMBINED 


Key men of the world’s process industries 
will visit the coming Exposition of Chem- 
icals Industries at Grand Central Palace, 
New York, in December, for the sole pur- 
pose of seeing what’s new in methods, ma- 
chinery and materials that may be useful 
They come to see the exhibits 
of manufacturers, to discuss their prob- 
lems, to see, study, decide, and, in many 
cases, actually to place orders. 


to them. 


The business impetus gained by exhibitors 
lasts throughout the two-year interval be- 
tween successive expositions, 
year’s will be doubly important because 
makers and users of chemicals and the 
chemical process industries in general are 


begun. The 
tum. 
proportions. 


presented. 
and departm 


exposition. 
ord will be e 


definitely on the upgrade. 


Buying has 
movement is gaining momen- 


By December it will have major 


Your position in these fields 


may hinge on how well your products are 


74,000 executives, engineers 
ent heads from 40 states and 


30 foreign countries visited the previous 


Indications are that this rec- 
qualled or surpassed. Grasp 


this opportunity. Get all the facts. Com- 


plete data regarding volume and character 


and this 


ice. Get the 


of attendance, exhibitors, records of results 
from previous Chemical Industries Expo- 
sitions, data on purchases by visitors, avail- 
able space and costs—all are at your serv- 


m—you have nothing to lose, 


may gain much. Write: 


14TH EXPOSITION OF CHEMICAL INDUSTRIES 


GRAND CENTRAL PALACE 


REMEMBER THE PLACE 


NN 


oa 


MANAGEMENT INTERNATIONAL EXPOSITION COMPANY 


- 


- 


NEW YORK, N. Y. 


REMEMBER THE DATE 


YORK 


DECEMBER 


4109 
1933 


GRAND 
CENTRAL 


PALACE 
FOURTEENTH 


EXPOSITION 
CHEMICAL 
INDUSTRIES 


E. C. Howell, the Carboloy Co., 
Detroit. 

F. G. Hudson, Engineering News- 
Record, Chicago. 

E. K. Hunt, Champion Coated Pa- 
per Co., Hamilton, O. 


D. H. Johnson, Merkle Korff Gear 
Co. 

F. H. Johnson, 
Cleveland. 


Machine Design, 


J. R. Kearney, Jr., J. R. Kearney 
Corp., St. Louis, Mo. 

E. J. Keck, Hugo Wagenseil Ad- 
vertising Agency. 

F. P. Keeney, Eng. Publications, 
Chicago. 

John A. Kershaw, Power Plant En- 
gineer, New York City. 

L. W. Kmball, Acme Steel Co., Chi- 
cago. 

S. B. King, Chicago. 

Arthur Koehler, Frank Adams 
Electrie Co., St. Louis, Mo. 


W. R. Kortkamp, Dill & Collins 
Co., Philadelphia. 
G. D. Lounsberry, Fred W. La- 


Croix, advertising agent. 

H. B. Lowe, Chemical Catalog Co., 
New York. 

R. G. Lund, Austin-Western Road 
Machinery Co., Chicago. 


M. C. MacKenzie, 
Chicago. 

Don Mack, United Autographic 
Register Co., Chicago. 

B. J. Morten, Bennett-Watts-Hay- 
wood, Chicago. 

B. Mast, Conover-Mast Corp., Chi- 
cago. 

George F. Mathews. 

A. R. Maujer, Industrial Publish- 
ing Company, Chicago. 


Textile World, 


G. H. McDaniel, United Auto- 
graphie Co., Chicago. 
W. R. McEwen, Cherry Burrell 


Corp., Chicago. 

William F. MceFee, American Roll- 
ing Mill Co., Middletown, O. 

T. W. Merrill, Westinghouse Elec- 
tric & Mfg. Co., Chicago. 

H. A. Morrison, Simmons-Board- 
man Publishing Co., Chicago. 


F. Nelson, 
Chicago. 


MacWhyte Company, 


Walter Painter, Power Plant Engi- 
neering, Chicago. 

J. B. Patterson, A. S. M. E., Chi- 
cago. 

H. J. Payne, Associated Business 
Papers, New York. 


L. C. Pelott, Penton Publishing 
Co., Chicago. 

M. W. Perriner, McGraw Hill Pub. 
Co., Cleveland. 


A. Perrin, Better Roads, Chicago. 

F. R. Pfaff, Russell T. Gray, Inc., 
Chicago. 

Andrew H. Phelps, McGraw Hill 
Catalog & Directory Co., Chicago. 

S. A. Phillips, Pit € Quarry, Chi- 
cago. 
Stuart Phillips, 
Chicago. 

R. C. Pickett, Advertisers Service 
Bureau, Chicago. 

R. A. Poor, Hygrade Sylvania Co., 
Salem, Mass. 

C. E. Reed, J. I. Case Co., Racine, 
Wis. 


Dole Valve Co., 


> —ae 
Charles Reesey, Cincinnati Mi 
Machine Co., Cincinnati. 

F. O. Rice, MacRae’s Blue 
Cleveland. 

W. L. Rickard, Rickard & Co, 
New York City. 

R. T. Risley, Baker's Helper, @ 
cago. 

J. M. Rodger, McGraw Hill Be 
Co., Chicago. 


E. R. Shaw, Technical Pub, Ca, 
Chicago. 

H. P. Sigwalt, E. F. Schmidt @ 
Milwaukee. 

F. Morse Smith, Industrial Bg 
ment News, New York. 

Milo E. Smith, Chicago Bridgg 
Iron Works, Chicago. 

H. H. Squire, Hinde & Dauch 
per Co., Sandusky, O. 

G. H. Starbuck, General Elect 
Company, Schenectady, N. Y. 

A. M. Staehle, Factory Ma 
ment & Maintenance, New York, N¥ 

H. W. Stoetzel, Republic 
Meters Co., Chicago. 

Miss Frances M. Suarez, Phil 
phia Quartz Co., Philadelphia. 


E. H. Taylor, Taylor Forge & F 
Works, Chicago. 

H. von P. Thomas, Bussmann Mf 
Co., St. Louis. 

Chas. S. Trott, Parker-Kalon Co; 
New York. 

H. E. Turk, King, Turk & 
Chicago. 


Bruce Van Cleave, Portland @& 
ment Association, Chicago. 

H. E. VonPetten, B. F. Goodrig 
Co., Akron, O. i 

C. A. Wardel, Inland Printer, @ 
cago. 

Forrest U. Webster, 
mer, Inc., Milwaukee. 

Leon H. A. Weaver, The Sup 
heater Co., New York. 

J. R. White, Jenkins Bros., N 
York. 

C. L. Williams, F. W. Dodge Co! 
New York. 

J. M. Williams, F. W. Dodge Co 
New York. 

M. A. Williamson, Food Indust 
New York. 


Cutler-Hai 


H. A. Willis, Standard Oil @ 
Chicago. 

L. Willoughby, Conover-Mast Co 
Chicago. 

F. J. Wilson, F. W. Dodge Corp, 
Cleveland. 


A. A. Witt, Schramm, Inc., Wel 
Chester, Pa. 

N. S. Wykoff, John Roebling’s So 
Co., Trenton, N. J. 

F. O. Wyse, Bucyrus-Erie Co., 
Milwaukee. 


Commerce Department 
Curtailing Servi 


The Secretary of Commerce, Wa 
ington, D. C., has issued sweepilif 
orders for retrenchment and heaé 
are falling in many branch offices # 
a result. 

In Chicago, eight of fourteen méi 
bers of the staff will be dismis 
July 15. In addition, the week 
news-letter issued by the Chicago 0 
fice will be discontinued. 


Ad 
e = . 
“PROVE that alibi” =| 
pro 
Boomed President Brown. “You can make sales if you go after a mathe a 
that is alive and doing business. Look here, the Bureau of the Cens® ‘ aa 
shows us that the baking industry has advanced to eighth in value “ 
products. No wonder our household market is off—bakers must B§ @ 
making more bread than ever and are stepping on it for the ers 
baking. Now get those salesmen after the bakers, advertise in a good 
bakery magazine, and we will get more of that business.” 
President Brown is right. Baking is a live and growing industry and sol 
is fast taking baking out of the home. That's why products such 
Burnett's Vanilla, Walter Baker's Chocolate, Franklin Baker's ¢ 
Calumet Baking Powder, Cooperative Pineapple and many others We | 
have always sold the housewife are now selling to bakers. ord 
To “advertise in a good bakery ing 
paper,” use BAKERS’ HELPER, ett 
reaching the buying = of the 
industry. Census gures show al 
7,775 bakers do 90.6% of the busi- 
ness—so concentrate your efforts 
on the able-to-buy readers of 
BAKERS’ HELPER. They subscribe 
without premium offers or special 
inducements, mo 
Send for a copy of “Baking Indus- ing 
try Facts and Figures.” er 
e 
STLELPER | ‘iy 
Ivo 
"% MAGAZINE ¢ BAKERY PRACTICE #7 MANAGEMENT 
330 South Wells St. (i) 
Chicago, III. 
Eastern Advertising Representative: 
W. F. Leggett, 10 E. 29th St., New York 
Caledonia 5-5503 
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